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MEET OUR TEAM... 


RETURN-A-CARD SELF-MAILER 


Most useful when a lot of room is needed to 
illustrate your products. Serves os a catalog 
supplement even stands on its own feet os 
on “‘order-getter’’. Attached reply cord already 
beors prospect's name and address and needs 
no postage for mailing. Two sizes 914” x 12%” 
or 11” =x 17”. Can replace a brochure, and also 
serve os an efficient mailing piece. 


RETURN-VELOPE 
LETTER 


RETURN-A-GRAM 


if you've been considering a test on our Return-A-Card format, but 

. didn’t quite know just how our letter would fit into your promotion 

Most of the time... plans, perhaps the above description of the various formats avail- 
able will ring a bell. PRICES ON REQUEST. 


It's not what you do- 
But, the way that you do it! 


SALES LETTE RS, incorporated 


COPY + ART + LISTS * PRINTING + MAILING 


155 West 23rd Street — New York 11, N. Y. 
Tel. WA 99-2680 





Send your best man He'll come back with 
to the 44th annual great ideas on how 
DMAA’ convention in to make your direct 
New York, Oct. 10-13 mail more resultful. 


*Direct Mail Advertising Association. Robert DeLay, President 
Direct Mail Advertising Association, 230 Park Avenue, New York 17, New York. 


Place: Statler-Hilton Hotel, New York. Please send me [ detailed information on the DMAA Convention. 
Theme: “New Horizons for Direct Mail.” 0 more information on the DMAA. 
Panels! Seminars! Exhibits! Prizes! Name Company. 


Special program for wives! Address 














“Custom-make” Sales. 
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PACKAGING 
ENVELOPES 
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It’s a tag. It’s an advertising folder. 
It's an envelope cero tm 
screws or parts. That's the Tension 
Tagvertiser. 


Big advantage is that it’s ex- 
clusively yours—a typical exam- 
ple of Tension’s custom-made 
creative design packaging en- 
velopes. Every one is different. 


it gives the prospect an 
added nudge at the point of 
sale with the merchandise in 
front of him. It carries assem- 
bly parts, spare buttons, spec- 
ial components that would 
otherwise have to be packed 
separately. 

Ideal for lines ranging from 
fashions to appliances or toys. 
Gives final touch of quality to 
any product. 


See how Tagvertiser and other 
Tension packaging envelopes can help 
you custom-make soles. Write for 
FREE samples. 





Tension Envelope Corp. 
Compbell ct 19th St. 
Kensas City 8, Missouri 


Please send me FREE “Envelope idea 


Kit for Packaging Industry,” which in- 
cludes somples of Tension Togvertisers. 
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What's Your Line... 


Mr. Reporter Reader 


Any Street 
Everywhere U.S.A. 
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ANSA-LETTER can help you in your business! 
And that goes for whatever the line of 


your endeavor. 


This action-compelling letter, with the 
pocketed "ansa" form, will bring you many 
extra, added returns free of charge! 
cost per return is lower than with any 
other format. If you now use a die-cut 
each return will still cost you 


letter, 
less with Ansa-Letter, because A-L is 
the lowest-priced in the industry! 


In addition to low cost, 
Ansa-Letter's experienced staff of 
creative direct-mail specialists is 
ready and anxious to assist you in 
copy and art — froma single letter 


to a complete campaign. 








List recommendations and complete 
addressing and mailing services are also 
avaiable to relieve you of the burden 

of production and follow-through. 


Let Ansa-Letter do your next mail 
promotion. Join the many, 
nationally-known organizations 
which have switched to A-L. 
References gladly furnished. 


Why not see for yourself? Write to me — 
on your letterhead — for a folio of 
samples and letters showing how others in 
your industry are using A-L. We'll. 
include a price schedule as Exhibit A for 
lower costs! You'll be glad you did. 
Cordially, 


Del Corba 


Melvin Berlin S/P/M 





completes the circle... 
° CY from you to prospect 
and back to you! 


Ansa-Letter js 
-€ller is a division of Latham Process Corp 


200 HUDSON STREET, NEW YORK 13, 


NEW ENGLAND REGIONA 
L OFFICE — 
SOUTH- WEST HAR 
W-WEST REGIONAL OFFICE OKLAHOMA CITY ott - PHONE baa 
’ _— 0 
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3 15, Obie 


Columbus 


AIL 


INSIDE | 


ue 


OCCUPANT 


QUESTION: WHY SHOULD THE RE- 
TAILER USE OCCUPANT MAIL? 
ANSWER: A retailer uses Occupant Mail 
for special sales, openings, announce- 
ments, and many related reasons. But the 
most common reason is building store 
traffic 

Continued use of Occupant Mail main- 
tains a higher level of store traffic. Just 
about everything the retailer does ts 
aimed at building store traffic 

So the retailer needs to know where 
his store traffic comes from. His most 
effective advertising is that which reaches 
his market. To build store traffic he must 
reach the people from which his store 
traffic will come. It is an acknowledged 
fact that a store's traffic will not come 
from the other side of town; frequency 
of turnover, and proximity determine the 
amount of store traffic a store will draw 
from its . . . trading area. 

Oops . . . there it is again . . . “trading 
area”. Call it customer area, convenience 
area, or whatever you will, I just can't 
talk about Occupant Mail without talking 
about trading areas . . . not for long any- 
way. Every day another retailer asks me 
what the trading area is. So, I'll keep 
fighting the good fight, at the risk of 
losing a few readers. 

Now then . frequency of turnover; 
that is the frequency with which your 
customer is likely to come in and buy 
Groceries are bought once or twice a 
week, hardware is more a monthly thing 
except maybe in the spring and summer, 
drug-stores have probably become weekly 

. etc. Frequency should have a direct 
bearing on advertising. The grocery store 
or chain needs to advertise at least weekly 

. every retailer should advertise ac- 
cording to his frequency of turnover 

. far too many do not 

Proximity the trading area; this 
all important area is the source of the 
retailer’s life-blood. The area’s outer 
fringes may not be productive enough to 
advertise into, but the inner areas can 
only be effectively reached by direct 
house to house penetration. Occupant 
Mail is the best and most effective way to 
saturate your trading area. 

Reprints of these question and answer 
columns, and a copy of Will Storing’s 
book “How to Think About Occupant 
Mail Advertising” will be furnished on 
request. Please write on your company's 
letterhead 

Les Cullman, President 


OMLA 


OCCUPANT MAILING LISTS OF AMERICA INC 
239 N. Fourth St., Columbus 15, Ohio 
Represented Nationally by Walter Drey, Inc., 
New York Chicago 


a 


We welcome your direct mail ideas and news 
items for this department. Send all material to 
Short Notes, Reporter of Direct Mail, 224 Seventh 
Street, Garden City, L.J., N. Y. 


Short Notes 


Read this section with pencil in hand. Check the 
circles next to Notes which particularly interest 
you, or mention an item you want to send for. 
Readers who use this section this way say it 
justifies their investment in the magazine many 


times over. 


O ONE OF THE MOST GLAMOROUS 
booklets we've ever seen comes from 
Lawrence S. Jeppson of the Jeppson 
Galleries, 1747 K Street, N. W., Wash- 
ington 6, D. C. It’s a 44 page, 8% x 11” 
side stitched affair printed in full color. 
Thirteen Washington designers, printers, 
typographers, photographers, artists and 
suppliers are credited with its produc- 
tion. The title: “Murals of Wool.” It 
tells for the first time in English the 
dramatic story of how this once great 
art has been reborn and carried to new 
heights of achievement. Three dozen of 
the hand woven French Aubusson tap- 
estries are reproduced in full color. If 
you are interested in the subject, or 
if you'd just like to have a sample of a 
magnificent achievement in the graphic 
arts, you can get a copy of “Murals of 
Wool” from Lawrence Jeppson for just 
$1.00 each (which seems to be quite 
a bargain). 


O ENVELOPE MAKERS INSTITUTE 
of Canada is conducting an interesting 
educational campaign. Secretary Ivan 
Moffitt, 55 York Street, Toronto 1, On- 
tario, kindly put our name on the pro- 
motion list. Each mailing consists of a 
wrapper-type format presenting a num- 
bered study of a successful direct mail 
campaign. Inside the folder is a pocket 
containing an actual specimen of the 
mailing campaign described. The fully 
opened sheet gives a detailed case his- 
tory such as the background, layout, 
copy approach, color selection, results 
and costs. A recent piece by the Institute 
described a mailing done by the Minne- 
sota Mining and Manufacturing of Can- 
ada Limited to owners of their Thermo- 
Fax Brand Copying Machine. Some of 
the critics of direct mail who claim that 
all of it goes into the waste paper basket 
should be interested in the statistical 
record. This particular promotion pulled 
a 55% response. Mr. Moffitt might be 
able to spare a copy of one of the re- 


ports to Direct Mail Readers, even though 
you may not be in the Canadian trading 


area. 


O IMPORTANT FOR SCHOOL SERV- 
ICE ORGANIZATIONS . . . You folks 
of all people should avoid duplication 
on your mailing list. If recipients see 
that you are wasting money on needless 
duplication they will be inclined 
to pass you by. No matter what the 
cost of weeding out the duplications . . . 
you should make every attempt to do 
it. We recently received in one day’s 
mail three exact same pieces from a 
prominent fund raising organization. 
Such things should not happen. 


O WATCH OUT for renewed activities 
by phony directory publishers. Those are 
the folks who send you appeals which 
look exactly like regular commercial 
invoices. There is reason to believe how- 
ever that the promoters are not lasting 
very long these days. A recent case in 
Oklahoma City is interesting. A Direct 
Mail zeader over in Texas received one of 
the phony invoices for $23.50. Remember- 
ing past warnings in Direct Mail, he wrote 
to the so-called directory outfit for more 
information. His envelope was returned 
“unclaimed and out of business.” Fast 
work by somebody. 


O THE FIFTH EDITION of “Clip 
lips,” a portfolio of ready-to-go line art 
work, is now available free of charge 
from Mead Papers, Inc. The portfolio 
contains many sheets of line drawings 
which are ready for camera. Subject 
matter covers a wide range of needs. 
For your copy, write to Advertising De- 
partment, Mead Papers, 118 West First 
Street, Dayton, Ohio. 


O LIKED A SPARKLING booklet from 
Champion Paper and Fibre Company 
of Hamilton, Ohio. The booklet, spot- 
lighting their Kromekote papers, was 
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CAUGHT! a mailing error right at the scene 


It is so reassuring to be able to count on the 

Phillipsburg Inserter’s deadly accurate detection 

system to ifstantly catch and pinpoint a double- 

feed or an omission. Big and relatively small 

mailers are achieving faster and economical 

mailings with the Phillipsburg Inserter. Nothing 
escapes the Phillipsburg Inserter...no lost manhours, no costly 
space to accommodate large temporary or drafted crews, no missed 
mailing deadlines and no chance of embarrassing mailing errors 
caught by the receiver. There are so many mailing advantages and 
conveniences with a Phillipsburg Inserter! 


Write for complete information on the 
mailing advantages and conveniences 
of a Phillipsburg Inserter. 


FINER PRODUCTS THROUGH IMAGINATION 


Bell & Howell Company 
PHILLIPSBURG INSERTERS 
14 East Jackson Boulevard 


Chicago 4, Illinois 


Available through Bell & Howell Canada,Ltd. 
R-761 








NEWS 


A Retail Campaign 
to Attract New Charge Customers 


MASKILL HARDWARE 


This award-winning campaign was born when 
Bob Vander Pyl of Advertising Letter Service 
turned down the job. Strange? This is how it 


happened. 
Richard Staunton, a customer of Maskill Hard- 


ware Company, had read some of Advertising 
4 Letter Service’s (hereafter called ALS) direct 
mail advertising. He wandered into Maskill’s one 
day and, while talking to Gordon Boyle, manager 


of the store, discovered that the free-lance adver- 
tising man who had been handling Maskill’s ads 
was resigning the account. Mr. Staunton told Bob 


Vander Pyl to get in touch with Mr. Boyle. 

When Bob called, Mr. Boyle showed him samples of previous ads. 
They were produced quarterly and mailed to occupants in the area. 
Their purpose was to increase floor traffic. But when Mr. Boyle offered 
ALS the account, he was turned down. 

As Bob Vander Pyl explains, “I told him I had no quarrel with 
this type of advertising. But personally, I preferred direct mail of 
a more personal nature . . . designed to develop steady customers 
and not bargain seekers.” He offered Mr. Boyle a six-letter campaign, 
explaining that a single letter cannot do a complete selling job, any 
more than a single call by a salesman can. 

Mr. Boyle, and eventually A. N. Maskill Jr.. were sold on the 
program. ALS, as a franchised representative of DMCP, a national 
creative network for direct mail, would handle the production. Art 
and copy for the six letters would originate in DMCP’s home offices 
in Toledo, Ohio. 

A budget of $2,000 was established. If the program provided only 
12 new accounts, Maskill would break even on their direct mail in- 
vestment. Maskill received 258 charge account requests . . . 231 were 
accepted by Mr. Maskill. 

“It was evident from the first responses,” Bob Vander Pyl said, 
“that the program would be highly successful. Therefore, the budget 
was increased to attempt to accomplish other objectives.” 


Write for details on how DMCP can help you solve specific 
sales objectives through the proper use of the mail. 


DMCP ASSOCIATES, INC. 
1814 Jefferson Ave., Toledo 2, Ohio 


offices in 50 major cities 


DMCP ASSOCIATES, INC. 
1814 Jefferson Ave., Toledo 2, Ohio 


Gentlemen: Please send me details on how DMCP can help solve my sales 
objectives through the proper use of the mail. 


NAME 
TITLE 
COMPANY 
ADDRESS 


ciTY 











made up completely of five different 
samples of varying colors and weights. 
The use of metallic inks and color-on- 
color were dramatically displayed. You 
ought to have this one in your idea file. 


O ANOTHER SCREWBALL has started 
a crusade against direct mail. He is re- 
turning (from a Cambridge, Mass. post- 
mark) business reply cards and en- 
velopes received from permit mailers. 
They are rubber stamped with a red 
three line message reading “Returned to 
Sender by STAB (Society to Abolish 
Bulk Mailings). At least this screwball 
doesn't refer to J--K mail. 


O INSINCERITY can be very obvious 
and also very irritating. A certain well 
known publisher is being both obvious 
and irritating by sending form letters 
to mass lists telling the recipient he 
has been nominated to become a Cor- 
responding Reader, which is a select 
group with limited vacancies. After dig- 
ging into the four pages of copy, the 
recipient finds that the Corresponding 
Reader title entitles him to buy books 
at discounts ranging from 10 to 20%. 
If the writer of such a letter had shown 
it to a dozen friends before the actual 
mailing and had asked the question: 
“Does this sound insincere?” the an- 
swers would undoubtedly have convinced 
him to cancel the mailing. Make that 
test on any mailings where you have 
any doubts about its acceptability. If 
it’s obviously insincere . . . don’t mail it. 


O LOLA SALTIEL, a student from 
Alexandria, Egypt, who has been in the 
United States only three years, won the 
Grand Prize in the 1961 Collegiate 
Advertising Art Contest sponsored by 


the Zellerbach Paper Company and the 
Advertising Association of the West. 
Theme of the competition was “Can The 
Arts Free Men From Prejudice?” Miss 
Saltiel is shown here displaying her 
award-winning entry, worth $500 in cash. 
Judges took a full day selecting her effort 
from among 362 entries. 


O AN ANNUAL REPORT (we use the 
term advisedly) that spoofs its more staid 
brethren has been prepared by Marvic 
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Company, 861 Manhattan Avenue, 
Brooklyn N. Y. The book contains 
a bevy of humorous photographs with 
appropriate captions that take cracks at 
the stuffy approach of many annual 
reports. Example—a photo of an auto- 
mobile graveyard is captioned: “Our 
paved, spacious parking lot clearly in- 
dicates the prosperity and well being of 
our faithful employees. The immaculate 
appearance their automobiles is 
flected in the conscientious and skillful 
manner they perform their duties.” [Ed.: 
That isn’t very good English, but 
know what you mean.] If you'd like more 
information and a sample of this “an 
nual report” write to Marvic at the 
above address. 


.°” 


of re- 


we 


O WE WERE GLAD TO SEE that two 
of favorite advertising campaigns 
were tied for first place the 
distinguished advertising for the public 
interest, in ballotting by the 
Review ninth annual advertising awards 
committee. One get the 
the International Paper Company series 
which emphasized “the importance 
reading and of printed media to 
intellectual health of our nation.” 
of these advertisements appear in Direct 
Mail, and reprints were also 
as direct mail pieces. The other 
paign tying for first place was the New 
York Life series which discussed various 
careers “help guide young people 
to a better future.” Both campaigns cer- 
tainly deserve applause. 


our 
as most 
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to 


O A PORTFOLIO 
dealers how to best 
has been prepared by the 
Retail Advertising of the Armstrong 
Cork Company, Lancaster, Pa. The port- 
folio contains 17 sample letters which 
cover all occasions and purposes. In ad- 
dition, there is a set of three guides 
which describe advertising in general, 
how to determine a budget, and the 
right approach to using direct mail as 
a sales promotion tool. While the pack- 
age was prepared for flooring dealers 
only, the principles apply to almost any 
retail business. Don’t know what Arm- 
strong’s policy is, but if you write them, 
perhaps they'll send you a copy of this 
most interesting folder. 


showing flooring 


utilize direct mail 


Bureau of 


O WE ALWAYS LIKE TO SEE good 
examples of how firms in the creative 
or production business explain direct 
mail advertising to their customers and 
prospects. One of the best of the cur- 
rent crop comes from Norton Paley of 
The Palette Service, 100 Fifth Avenue. 
New York 11, N. Y. The 16 page, 
842 x 11” booklet entitled: “The Art of 
Direct Mail Advertising for Direct Sales.” 
Typography and illustrations are excel- 
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New Orleans direct mail house cuts costs because... 


Machine ties 6000 pieces per hour! 


With one tying machine, Swiftway, 
Inc., a New Orleans Direct Mail house, 
cut mail and bundle tying time 80%, 
reduced tying costs 50%, and increased 
mailing volume 100%. 


“Our Bunn machine, along with other 
equipment, makes it possible for us to 
handle large volume special orders in 
short periods of time,’’ commented 
Mr. Herb Matranga, President of 
Swiftway, Inc. 


“The machine ties a variety of pack- 
ages varying both in shape and size. 
And because the machine adjusts auto- 
matically and ties 6,000 pieces per hour, 
one girl now does the work that five 
did previously freeing the other girls 
for other types of work,”’ he added. 


This slip-proof, tamper-proof knot 


Only a Bunn Tying Machine 
gives you these advantages: 


Ten times faster than hand tying. 

Cuts twine costs by as much as 30%. 
Ties virtually anything that can be tied 
by hand, regardless of shape. Adjusts 
automatically to package size. 
Anyone can operate. No experience or 
training needed. 

Wheels easily from one location to 
another. 

Little or no maintenance. More than 50 
years of proved field service. 


Free illustrated brochure explains how 
you can cut your tying costs. Use the 
handy coupon below. No obligation. 


always says, “Tied by Bunn.” 





PACKAGE TYING MACHINES 
for over half a century 


8. H. BUNN COMPANY 


FREE BROCHURE 


B. H. BUNN CO., Dept. °"-71 
7605 Vincennes Ave., Chicago 20, Ill. 


Please send free brochure which illustrates how we 
may cut costs with a Bunn Package Tying Machine. 


Name _ — ——EEEE 





Company 


Address ____ 
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G CLIPART : 


8.95 Valve for $1. 


Dara atr try . 
Barga troductory tte | 

proves “Clip Book” art saves 

you time and money. Top | 
quality ready-to-use art for ads 

printing, publications, direct | ee 
Tal et Offset ette Ped 
pres silk screen 


Many art proc 


faction ¢ 
obligat 

Merely attach ‘1 00 t 
letterhead. (Unly t 
customer—and new 
customers only 


Harry Volk Jr. Studio 


Pleasantville 3, New Jersey 


Lal 
= PnosecTion ART - 
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POWDERLESS ETCHING 
4 COLOR PROCESS 
BLACK AND WHITE 
ZINC AND COPPER 


Engraving Co., Inc. 
44 West 28th St., New York 1, N.Y. 


MURRAY HILL 9-8585 





lent. The approach is sound and low 
pressured outlining the uses and 
effectiveness of the medium. The last 
few pages naturally outline the facilities 
offered by The Palette Service. Worth 
reading. 


© AN IMITATION PHOTO FILM 


| HOLDER provides the drama in the 


latest mailing by Union Camp Fine 
Papers, 233 Broadway, New York 7, 
N. Y. The mailing piece (10%” x 12%”) 
comes in two parts. Recipient pulls up 
a tab as indicated as a photographer 


would do, and a striking four color 
photo of a beautiful girl is exposed. For 
devotees of pulchritude, there are five 
other lassies in full color also included 
in the package which serves as a pre- 
publication announcement of six Union 
Camp magazine inserts. Each of the 
inserts will feature one of the girls, 
plus vital statistics. Photos were taken 
by Phillipe Halsman, and the campaign 
is being handled by Smith, Henderson 
& Berey (nee Hagel & Knudsen). 


O A SWATCH BOOK of pressure sensi- 
tive label papers is currently being mailed 
out by Brown Bridge Mills, Inc., Dept. 
ST-46, Troy, Ohio. The book contains 
14 different pressure sensitive sheets 
ranging from foils and flourescent papers 
to badge stock. Printing tips and ten 
split plan layouts are included in the 
spiral bound booklet. Free copies of the 
book are available by writing Brown- 
Bridge 


O WHAT'S THE BEST WAY to follow- 
up on a list where the initial response 
is very good. Guy Yolton, Mail subscrip- 
tion manager of Nation’s Business, re- 
cently tested to find the best method. 
As reported by Lewis Kleid, 25 West 
45th Street, New York 36, N. Y., Guy 


mailed to a list of 20,000 in October 


and followed up in November, but split 


| the follow up into four groups of 5,000. 


Here are the results. (A) Simulated car- 
bon copy of original letter with memo 
attached . . . same offer—77% of the 
original return. (B) A _ different letter 
reminding about the first mailing 

same offer—52%. (C) A different letter 


containing the same offer, but making 
no mention of the original mailing— 
65%. And (D) A completely different 
letter with a different offer, no mention 
of original mailings—50%. Lew’s conclu- 
sion. The old carbon copy approach is 
still a good one substantiating the 
axiom—a good offer is worth repeating. 


O “DIAMOND DEPUTIES” are the 
heroes of a 16 page color comic book 
prepared for Diamond Alkali Company, 
300 Union Commerce Bldg., Cleveland 
14, Ohio. The book relates the adven- 
tures of the “deputies” in their fight to 
get rid of brush and weeds. If you'd like 
to see how Diamond Alkali used this 
format as a promotion piece, copies are 
available free by writing to the above 
address. 


O AN ATTRACTIVE “frozen food” 
package provided an eyecatching medium 
for a promotion piece used by the 
Philadelphia Jnquirer. Labeled “Weekend 
Frozen Food Guide”, the box, complete 
with waxed paper covering, was printed 
green and black on white, and looked 
just like a frozen vegetable package. In- 
side the box was a 16 page four-color 
newsprint edition of last year’s presenta- 
tion which editorially covered the frozen 
food market. Caption on the box said: 
“Recipe for Use. Take your product, 
add creative advertising with strong eye 
appeal. Place in the Thursday /nquirer’s 
Weekend Good Guide May 11, 1961. 
Ice with frequent local tie-ins. Serves 
large portions for those who like re- 
sults.” The box was mailed, of course, 
to frozen food advertisers and prospective 


advertisers. 


O SMALL BUSINESSES will be inter- 
ested in seeing a new handbook recently 
published by Dun & Bradstreet, Inc. 
The handbook, called “Profitable Man- 
agement for Main Street” is 48 pages 
long, and consists of 15 case histories 
illustrating typical small business prob- 
lems and what can be done about them. 
The book is well written and the small 
studies are interesting and to the point. 
Single copies are available free by writing 
to Dun & Bradstreet Inc., Public Rela- 
tions Division, P.O. Box 803, Church 
Street Station, New York 8, N. Y. 


O A RECENT COOPERATIVE VEN- 
TURE deserves a pat on the back. 
Thanks to Dan Sember of the M. Glen 
Miller Advertising, 8 South Michigan 
Avenue, Chicago 3, Illinois, for sending 
us a sample of the piece his agency 
prepared. It’s a sample portfolio format 
for Miehle-Goss-Dexter, Inc., Chicago 8, 
lil, promoting the advantages of lith- 
ography produced on a Miehle press 
Inside a pocket are ten inserts produced 
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HANIMERMIL 





Smooth, level Hammermill Super-Smooth Offset reproduces illus- 
trations graciously. Carats or carrots, this closed, compact surface 
saves ink and keeps colors faithfully rich and bright. Its clean 
whiteness adds impressiveness to even the simplest printing. 
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A job on Hammermill =. 
Super Smooth QTTSEt 1S f t 

an Invitation 

to buy 


No matter what you're selling —Cartier’s 

18 kt. gold tableware on Fifth Avenue or 
stainless steel on Main Street —Hammermill 
Super-Smooth Offset helps lower sales resistance. 


This paper’s high reflectance gives your 
illustrations pleasing contrasts. It accurately 
reproduces colors or black and white. 

Ink stays on top—in precise register. 


You'll like Hammermill Super-Smooth Offset. 
This insert was printed by offset on 

substance 70, Super-Smooth Offset on a 

25 x 38 two-color press. Sheet size 25% x 38. 
Speed 4,000 per hour. Deep etch plates. 
Hammermill Paper Company, Erie, Pennsylvania. 


Hammermill See Offset for printing at its level best 





on Miehle presses and furnished for the 
mailing by these ten paper companies 
The Appleton Coated Paper Co., Allied 
Paper Corp., Mead Papers, Inc., Inter- 
national Paper, Nekoosa-Edwards Paper 
Co., Oxford Paper Co., West Virginia 
Pulp and Paper, Peninsular Paper Co 
Hammermill Paper Co. and Mid-States 
Gummed Paper. It’s a beautiful and 
effective job. Perhaps there’s an idea 
there for combating future postage in 
creases. Think about more cooperative 
mailings. 


O A COPYING MACHINE that pro- 
duces four prints a minute has been 
introduced by Cormac, Inc., 80 Fifth 
Avenue, N. Y. 11, N. Y. The machine 
does not utilize the “sandwich” process 
whereby the original and a sheet of 


sensitized paper are lined up, put in 


machine, and then peeled apart. On the 
Cormac 600, the original is fed into the 
machine, and after expose is instantly 
returned to the operator. A_ peeled, 
ready-to-use positive copy is ejected from 
the top of the machine. Copies are flat 
with no paper curl, according to man- 
ufacturer, and there is no time wasted 
in waiting for them to dry. The ma- 
chine cuts copies to the length of the 
original from roll-fed copy paper stored 
in the unit. Price of the unit is in the 
$600 range. Information available from 
the manufacturer. 


O A SERIES OF KEEPSAKES are be 
ing issued free of charge by Photo-Lette1 
ing Inc., 216 E. 45th St., New York 17 
N. Y. The keepsakes consist of famous 
quotations set in calligraphic styles de- 
signed by M. M. Davison. The most 
recent keepsake presents the memorable 
quotation of the eminent theologian, 
Reinhold Niebuhr. The lines read: “God 
grant me the serenity to accept the things 
I cannot change . . . The courage to 
change the things I can ... And the 
wisdom to know the difference 


O A NEW UP TO DATE DIRECTORY 
of all members of Advertising Agency 
Networks is now available from con- 
sultant W. H. Long (5347 North Santa 
Monica Boulevard, Milwaukee 17, Wisc.) 
This is the fourth compilation of in- 
formation about the agency networks 
It contains a history of the movement 
together with complete mailing addresses 


JULY, 1961 


and phone numbers of all 233 network 
member agencies’ offices. The seven 
major networks have offices in 96 cities 
in the United States and 21 in Canada. 
The price of the 1961 edition is $5 
per copy. 


O W. H. LONG (see above) has just 
released another interesting report of 
the development advertising programs 
of 50 of the states. It is an elaborate 
95-page spiral bound affair selling for 
$15 per copy. Describes and compares 
all of the programs; tells who is doing 
what and how much is being spent 


Should be of great interest to those work- 
ing in community development fields. 


O AN’ EFFECTIVE DEMONSTRA- 
TION was contained in a recent mailing 
from the Gaw-O’Hara Envelope Com- 
pany, 500 N. Sacramento Blvd., Chicago 
12, Ill. The folder was designed to show 
how Fluorescence has become a new 
dimension in color. It was trickily die- 
cut and designed so that two sample en- 
velopes appeared in a pocket with part 
of an illustration appearing through a 
die-cut hole at the left and right hand 


A single machine that applies 
all types of address labels? 


Wide-strip, narrow-strip, continuous pack form, cut or indi- 
vidual labels! All applied automatically to a wide range of 
printed pieces at cost-cutting high speeds (up to 16,000 per hour). 
No matter whether labels are pre-addressed from punched 
cards, magnetic tapes, plates, stencils or other addressing 
systems. Or whether you mail small postcards and envelopes 

. middle-sized pamphlets and brochures . . . or larger maga- 
zines, catalogs and quarter-fold tabloids. All handled by the 
compact easy-to-operate Cheshire Model E. 


CHESHIRE 


iE tetel- i ie] -7-ua ae) 


Write for 


descriptive brochure. 


Dept. RDM-7, 1644 N. Honore Street, Chicago 22, Illinois 





International Paper’s “Send me a man who reads!” series 1s 
now in its second year. 

Letters are pouring in by the thousands from every state of 
the union. They come from university presidents, newspaper- 
men, corporation heads, publishers. They say “congratula- 
tions,” “outstanding,” “thank you.” 

Almost a million reprints have been sent to parents, librari- 
ans, editors, personnel managers—all who request them. They 
are tacked up on bulletin boards. Displayed in store windows. 
Distributed in classrooms. Given to members of sales forces and 
executive training programs. 

Recognition has followed response. The series received the 
Saturday Review Award for Distinguished Public Service Ad- 
vertising in 1960. The June, 1960, advertisement has been 
chosen as one of the “Hundred Greatest Advertisements in the 
Reader's Digest” for 1955-1960. The campaign has been fea- 
tured in editorial columns in leading newspapers and trade 
publications. 

rhe series will continue to appear in Reader's Digest and 
Fortune through 1961. Practical advice about reading is now 


included in each advertisement. The response to this campaign 


speaks volumes, we feel, for the vitality and power of the 
printed word. We are delighted. 





“Send me a man who reads!” 


What do you think is the most profitable habit you can 





develop? Research by International Paper on the read- 


ing habits of architects suggests an excellent answer. 


A GREAT building is an expression 


of the artist's entire life, thought 


and vision. What makes one man’s 
vision reach beyond the horizon? 
Our research study offers a clue. 
We studied the reading habits of 
100 Fellows of the American Insti 
tute of Architects. A Fellow is an in 
dividual acclaimed by the Institute 
for outstanding work. In a week, this 
group averaged almost 314 non 
architectural magazines per man. 
Then we interviewed 100 mem 
bers who have not been designated 
as Fellows. This group read only 214 
general magazines per man. In one 
month, they spent a total of 477 hours 
on books. Compare this with 777 
hours for the Fellowship winners. 
The implication is as clear as print: 


Men who read more achieve more. 


In this country today, there is an 
unprecedented demand for informa- 
tion. Publications that meet this de- 
mand with editorial vitality and in- 
tegrity are enjoying record-breaking 
circulation growth. 

Every year, over three billion mag- 
azines are delivered to stores, news- 


stands and homes. They cover every 


conceivable subject —with impact. 
urn the pages of any good general 
magazine. Bold headlines rivet your 
attention to a peace conference, an 
earthquake, a discovery in medicine, 
Brilliant color photographs illumine 
a young lady's first dance, a child's 
first step—or the implacable stride of 


oxen pulling a plow. 


Do you start a book—and then lose interest? 


Friends may recommend a book, 
but this does not mean that you will 
enjoy reading it. Here are two ways 
to find books that suit your taste: 
One: Show your librarian a list of 
books you enjoyed reading. She will 
find other books you'll like. 

Two: Read every book review in 


every magazine and newspaper you 


can lay your hands on. Eventually, 
you will know which reviewers have 
something to say to you, in particu- 
lar. 

Free Reprints. Write Box 10, Edu- 
cation Department, International 
Paper, 220 East 42nd Street, N. Y. 
17, N.Y., for free reprints of this ad- 


vertisement. 


© International Paper Company 1961 


INTERNATIONAL PAPER 


Manufacturers of papers for magazines, books, newspapers + papers for home and office use + converting papers + 
papers and paperboards for packaging - labels » folding cartons - milk containers - shipping containers - multiwall 
bags + grocery and specialty bags and sacks + pulps for industry - lumber, plywood and other building materials 











Direct Mail 
Suppliers... 


Offset duplicator, paper, 

ink and other graphic arts 
suppliers serving the commercial 
direct mail industry can 

give their sales staffs an extra 
four days off in October .. . 

and mark up more sales. 


HOW? By signing up for the 
40th annual Mail Advertising 
Service Association Convention 


& Exhibits 


WHY? Because their best 
customers . . . owners, production 
supervisors and creative 

staffers of direct mail shops 

... are coming to them. 


At the Statler-Hilton Hotel 
in New York City, October 6-9 


Reserve exhibit space now by 
contacting: 


MASA Exhibits 
622 Fifth Street, N.W. 
Washington 1, D. C. 











QUALITY — SERVICE 
2 good reasons 
why you should 

switch to 





Ptastichrome 


POSTCARDS 


DIRECT MAILERS 


NOW! MESSAGE SIDE AVAILABLE 
IN 2 COLORS ! ! 

@ Postcards cost less than I¢ each. 

@ Top quality — winners of 9 straight 
L.N.A. Awards 

@ Color proofs at no extra charge in 
all quantities. 

@ Prompt, efficient service. 


Send for 
FREE MERCHANDISING IDEA KIT— 


COLOURPICTURE PUBLISHERS, INC. 


400 Newbury Street, Boston 15, Mass 





side of the opened folder. The left side 
illustration is printed in “International 
Orange” which was in the past con- 
sidered the strongest color from a high 
visibility standpoint. The same illustra- 
tion appears through the die-cut at the 
right in Fluorescent orange which is said 
to be “up to four times brighter than 
all ordinary colors known to man.” 
Gaw-O'Hara is promoting the use of 
Fluorescent colors on envelopes to in- 
crease their attention-getting value 


O HALF A LOAF is better than none, 
it's said. Half a letter, on the other 
hand, may be better than a whole one 
for the attention getting format it en- 
tails. A half letter (cut diagonally from 
the upper right to the low left corner) 
was recently mailed out by The Reporter 
(The Magazine of Facts and Ideas), 
660 Madison Avenue, New York 21, 
N. Y. The lead sentence said: “Just half 
a letter—that will take half a minute of 
your time—to let you know that your 
subscription to The Reporter will soon 
expire.” This magazine, unlike others, 
couldn't utilize “half price” in their copy 
since the cut rate price (if you renewed 


for three years) was only \% off 


O THE SEPARATING AND CUT- 
TING mechanisms of their Auto-Opener 
have been redesigned, according to Mar- 
tin Yale Inc., 2100 W. Fulton Street, 
Chicago 12, Illinois. New controls elim- 





inate any chance for slippage or misses, 
and feed envelopes automatically off the 
bottom of the stack, regardless of indi- 
vidual envelope size or thickness. The 
machine will open up to 400 envelopes a 
minute. A new scrap separator directs 
envelope trim to clog-proof scrap compart- 
ment. Full information and price lists 
ivailable by writing the manufacturer 


WE’VE ALWAYS CLAIMED that 
John Caples of Batten, Barton, Durstine 
& Osborn, Inc., wrote the best book ever 
written about copywriting. And we are 
glad to see a new revised and enlarged 
edition of “Tested Advertising Methods” 
just published by Harper & Bros., 51 
East 33 St.. New York 16, N. Y. Price 
$6.95. “Tested Advertising Methods” was 
first published in 1932 and has been re- 
printed fourteen times since then. A 


Japanese edition was published in 1954. 
Four new chapters have been added to 
the original manuscript. How to Put 
Enthusiasm Into Advertising Copy; 28 
Ways to Get More Inquiries From Your 
Advertising; How to Make Small Ads 
Pay; 17 Ways to Test Your Advertising. 
(This chapter includes direct mail testing.) 
Other chapters in the original book have 
now appeared with important revisions. 
The 16 Formulas for Writing Headlines 
now contains 29 Formulas. In the back 
of the book there is now a new section 
entitled “15 Famous Ads.” We think 
every serious direct mail user should have 
this book in his library for constant 
reference. And when you see John at 
the DMAA Convention in the Fall, you 
should pat him on the back for his 
continuing contribution to the betterment 
of all advertising including direct mail 


IF YOU'D LIKE TO KNOW the 
latest developments of manufacturers’ 
coupons by the use of magnetic ink 
characters instead of punches write 
to C. Woodie Beall, Director, Business 
Service Division, The Cunio Press, Inc., 
Cermak Road, Canal and Grove Streets, 
Chicago 16, Ill. Ask for their booklet 
enittled “Magne-Coupon . . . The Coupon 
of the Future is Here Now.” 


REMEMBER THE FUSS in New 
Jersey a year or so ago when a local 
District Attorney tried to prevent the 
Merchants Association from conducting 
treasure hunts? He claimed they were 
agin the law . but the merchants went 
ahead with them anyway and were 
threatened with law suits. As a result of 
all the hullabaloo, the New Jersey Legis- 
lature recently passed a law to liberalize 
the definition of “consideration” under 
New Jersey lottery law. We understand 
that there will no longer be any inter- 
ference with treasure hunts or sweep- 
stake contests. If you'd like to get the 
details, get in touch with the D. L. Blair 
Corp., 1220 Broadway, New York 1, 
New York (specialist in contest manage- 
ment and judging). 


FOR A MOST BEAUTIFUL self- 
promotion booklet .. . we'll have to give 
some sort of a hypothetical top award 
to The Avery Press, Westport, Conn. 
President William S. Payson sent us a 
copy of the 20 page 6” x 9” booklet, 
simply titled “The Avery Press.” Mr. 
Payson tells us that he and his gang 
have been fussing over this project for 
six months, and they now hope they have 
hit the mark in explaining how their 
organization creates and produces hand- 
crafted direct advertising to senior man- 
agement. The booklet is beautifully il- 
lustrated and is reproduced by offset 
lithography on Fabriano Text. The type 
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...with new Stan-Pak Run-Rite Papers 


When too much of your duplicating run 
ends up in the wastebasket, it’s time to 
ask questions. Often of the paper. Is it 
unevenly trimmed? Too moist or too 
dry? Does the caliper vary? 

It’s not always easy to tell. But now, 
with new Stan-Pak*Run-Rite® Papers, 
you can reduce your paper waste sub- 
stantially. 

Trouble-Free Running 

Take flatness. We laboratory-test all 
our papers right on the duplicating 
machines they’re made for. Stan-Pak 
Run-Rite Papers come to you flat. Lie 
flat in the machine. And feed flat. 

But really trouble-free running calls 


for many more qualities. Controlled 
moisture to avoid static conditions and 
insure good printability. Accurate trim 
and finish to prevent feeding jams. 
Even caliper, uniform weight and care- 
ful surface sizing to give you sharp, 
clean ink impressions. 


You get them all in Stan-Pak Run- 
Rite Papers. 


525 Grades, Sizes and Weights 

This brand new line answers just 
about every office need in printing and 
duplicating papers. Under the Stan- 
Pak Run-Rite name you'll find the 
grade, color and weight you want —at 
a sensible range of prices to suit your 
budget. 

Next time you order paper, try the 
brand that’s made to run right. 
Through the duplicating machine. On 
the press. In the typewriter. 

We’re confident you'll specify it 
every time. 


STANDARD PACKAGING CORPORATION, NEW YORK 17 











SALES LETTERS, la femme! 


If your market is women (and 
whose isn’t) it's more persuasive 
to have a lady write them. Soft 
sell, hard sell, middle-of-the-road 
sell. Repro & Mailing Service, too 
LUISE STORZ/and Staff 
22 West Madison Street 
Chicago 2, Illinois 











Carey can solve it— 

BIG RUN speedily, colorfully 

and economically. Our 

roll-fed printing and 

unique paper facili- 

TAL ties, plus round-the- 

clock operation, easily 

? meet your deadline a d 

PROBLEM : 

CAL CHickering 4-1000 
CAREY PRESS 


budget requirements. 
GT encase: 


Call Arthur Friedman, 
Sales Manager, 





CUT YOUR 
MAILING 


CcosTs! 


WITH THE 
MODEL 
No. 6 


This portable table SAXMAYER 
Model No. 6 is especially adapted 
to tie letter mail—also designed 
for general purpose tying of bun- 
dies in any sequence up to 6” high 
without adjustments. Adjustable 
legs and casters available at a small 
additional cost. 

All SAXMAYER tyers ar noted 
for SAFETY — automatic releases 
where needed; SIMPLICITY — all 
working parts are interchangeable; 
not only attractive in appearance 
but also EFFICIENT — fully auto- 
matic, speedy, firm, non-slip ties, 
economical in twine and time. Let 
us prove it on our trial basis. 
Whatever your tying problem, there 
is a SAXMAYER model to meet 
it. Write us for details and litera- 


ture. 
DEPT. M 


NATIONAL 


BUNDLE TYER CO. 
Blissfield, Michigan 











is set in Bernhard Modern. Another 
masterpiece which is a credit to the 
Graphic Arts Industry. 


AN OLD CASE ending. Remember 
the paint company out in California 
which always seemed to have about 60 
gallon cans of paint in a warehouse near 
you and offered it for a very low price? 
They were once stopped by the Federal 
Trade Commission but the owner died 
in December of 1959. Later on his wife 
started the same business all over again. 
But on May 22, 1961 the National Ti- 
tanium Co., Inc., 7270 Crider Ave., Pico 
Rivera, Calif., consented to a Federal 
Trade Commission order prohibiting it 
from misrepresenting the availability, 
price and quality of its paint. So you will 
probably not see any more of the “We 
have 60 gallons of paint in a warehouse 
near you” letters. 


DIRECT MAIL IN MEN’S WEAR 
STORES was the subject of a survey 
project conducted by National Associa- 
tion of Retail Clothiers and Furnishers, 
1257 Munsey Building, Washington 4, 
D. C. The Association has published a 
47 page summary, or analysis, of the 400 
questionnaires received from merchants 
throughout the country. Report repro- 
duces many outstanding mailing pieces, 
including catalogs, folders, letters, self- 
mailers, statement enclosures, post and 
greeting cards. Copies of the report are 
available to non-members for $5. 


THOSE PHONY DIRECTORY PUB- 
LISHERS are still at it. They are the 
fellows who send out direct mail appeals 
which look like authentic invoices. They 
get closed up by the postal inspectors or 
local law enforcement officers . . . but 
after a brief interval they start up all 
over again under a new name or a new 
address. If you should get invoices for 
unordered directory listings be sure to 
forward them immediately to your local 
inspectors. One of the recent publishers 
had the nerve to send a statement to 
The Reporter of Direct Mail Advertising 
in Garden City. He ought to know by 
now how we feel about the racket. 


YOU WOULDN'T BELIEVE IT un 
less you saw it. We'll be kind hearted and 
not mention names ... but a certain 
manufacturing company mailed a form 
letter promoting its newly developed, 
quality typewriter ribbons and carbons 
It was claimed that these new ribbons 
were especially valuable for the new data 
processing equipment because of their 
long lasting and clear sharp impressions. 
Something must have happened some 
place . . . because the samples we saw 
were processed so poorly that the type 
was practically illegible. And to make 


matters worse, the carrying envelope 
bore an address which was also prac- 
tically illegible. Too bad such things 
have to happen. 


A STRIKING DEMONSTRATION 
BOOKLET was recently issued by Her- 
bick & Held Printing Company, 1117 
Wolfendale Street, Pittsburgh 33, Pa. It’s 
an unusual size, 16 pages of 9 x 14%” 
side stitched. The unusual format permits 
the use of large bleed photographs and 
the entire booklet is designed to show 
the advantages of using “lith-hue,” which 
is simply adding a second color or tone 
to a black and white photograph. The 
illustrations give convincing proof that 
the addition of the tone improves the 
appearance of the black and white photo- 
graph. 


©) OVER 400 INDUSTRIAL ADVER- 
TISERS met this past June at the Statler 
in Boston for the 39th Annual Meeting 
of the AIA. Attendees weren't disap- 
pointed as the program bristled with ex- 
citing ideas from a host of informed 
speakers. Thomas A. Yellowless, adver- 
tising and sales promotion manager of 
Canadian General Electric’s Apparatus 
Department, was elected chairman of the 
board of the association. Top honors in 
the awards section went to Alcoa Alumi- 
num for their Alumalure Finish cam- 
paign. Allis-Chalmers was _ represented 
twice in the top ten awards. 


APPROPRIATE TIE-IN. To promote 
the June mid-year meeting of the Optical 
Wholesalers National Association in Pitts- 
burgh . . . Stan Wolfe developed a neat 
technique. Since Pittsburgh’s Downtown 
Section is known as the “Golden Tri- 
angle,” all attendance promotion material 
carried a drawing showing a triangle with 
the wording on three sides, Golden 
Triangle OWNA Meeting. On the outside 
borders with the dates filled in inside. 
The triangle was naturally printed in 
gold ink. Some of the mailings had 
separate sheets held together with gold 
paper clips and Stan signed his name in 
gold ink. Well done. 


IT DOESN’T SEEM POSSIBLE, ut 
there are still some people stupid enough 
to get bilked by the so-called “Spanish 
Swindle” mail confidence game. This 
swindle has been publicized for nearly 
a century. The perpetrators who get 
caught go to jail. A few years go by 
and another bunch of crooks do it all 
over again. So if any friend of yours, 
or you yourself, get a confidential letter 
from a Mexican bank about a “very 
delicate matter” turn it over to your 
local postal inspector quick. The writer 
is supposedly in jail for bankruptcy but 
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has hundreds of thousands of dollars hid- 
den in a truck at a U. S. Customs 
House. If the recipient of the letter will 
lend the writer $10,000 to pay off his 
debts, he will in turn give his bene- 
factor one third of the money in the 
trunk. The lender is relieved of his 
money and never hears anything further 
about it. Publications such as “Who's 
Who In America” are often used to 
obtain the names and addresses of pros- 
pective victims. 


O “PROGRESS OF THE POTOMAC” 
titles a handsome series of folders pre- 
pared by West Virginia Pulp and Paper, 
230 Park Avenue, New York 17, N. Y. 
The folders (four of them so far) out- 
line the history of WV, its facilities, and 
its capabilities. The striking art on the 
folders is the work of Monogram Art 
Studio, New York. Chapter 1 we're told 
is scarce, but you might be able to see 
2, 3, or 4 by writing to West Virginia 
at the above address. 


O HOPE MOST OF YOU saw and 
read the series of articles written by 
syndicated columnist Sylvia Porter on the 
subject of homework franchise deals. 
That’s the kind of coverage we need to 
warn the innocent people who are in- 
trigued by the phony offers of big 
riches from home operated mail order 
schemes. The National Better Business 
Bureau should reprint the entire series 
in booklet form to distribute to people 
who make inquiries about the offers they 
receive. Miss Porter’s closing advice is 
worth repeating: “Remember, when you 
buy a franchise, you're starting a small 
business—and the odds of failure in a 
small business are steep to start with. 
Don’t make the odds overwhelming by 
falling into a franchise trap.” 


O HOLY SMOKES! A certain ceme- 
tery gardening service is undertaking a 
tasteless campaign which has been re- 
ported to legal authorities in the area 
affected. Relatives of persons long since 
deceased are receiving invoices for gar- 
dening services which have never been 
ordered. Care of the graves have been 
undertaken by various relatives upon 
visitation. There seems to be nothing il- 
legal about the form used (even though 
it is obviously intended to look like 
an invoice at first glance). The invoices 
carry in tiny type the message: “We 
recommend that you have the following 
work done on the above plot.” Following 
the original invoice . . . the recipients 
receive further follow-up with high pres- 
sure slogans such as “Third Notice” in 
red, plus “This is a duplicate notice”, 
“No work will be done unless this order 
is returned.” We don’t blame the re- 
cipients for being irritated.@ 
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HOW TO PUT ACTION INTO YOUR DIRECT MAIL 


Over and over, direct mail has proved its ability to 
create leads for salesmen, dealers, distributors . . . 
open the door to sales against pressure from the 
toughest competition. And yet, with all that has been 
learned from studying measurable results, many an 
otherwise hard-headed firm sends out mailings—a 
letter, a brochure, a broadside—as though there were 
some other reason for spending money on advertising 
than making money. 


Now, to broaden your understanding and to help 
you apply the tested principles of successful mail 
advertising, The Creative Division of James Gray, 
Inc. has created a new booklet titled, “How To Put 
Action Into Your Direct Mail’. It is free and will be 
mailed to you without obligation at your request. 


In just a few pages, and with concrete examples, 
the booklet explains how to plan an over-all mailing 
effort; build a mailing list of prospects; know before 
you spend money whether or not your mailing has a 
chance to succeed. You will discover how to use the 
same envelope that now merely carries your catalog 
or price list to bring back actual orders or pave the 
way for larger orders from your salesmen. You will 
have a check list of do’s and don'ts based on years 
of mail advertising experience. 


And you needn't suspect our motives in making 
this free offer. True, the booklet is devised to bring 
the creative services of James Gray to your atten- 
tion. But we have made certain that it is a completely 
self-contained, shirt-sleeve booklet that you can use 
with no strings attached. 


To receive your free copy of ‘‘How To Put Action 
Into Your Direct Mail’’ and have our years of experi- 
ence guide your thinking and improve your results, 
write today. You will find the booklet a real value, 
indicative of the service we render. 


The Creative Division 


OF JAMES GRAY, INC. 


216 East 45th Street, New York 17, N. Y. 
MUrray Hill 2-9000 





STAND UP 
and be COUNTED 


A’ SOME POINT in time, before a 
man buys an automobile, he 
becomes a prospect. This is the sub- 
ject of this article—our efforts at 
Lincoln-Mercury Division to identify 
prospects, 

There are more than 47,000,000 
automobiles in the country today. Of 
this fantastic number only about 
6,000,000 owners come to market 
each year. In relating this to the 
Lincoln-Mercury-Comet share of the 
annual sales, it is easy to see how 
elusive prospects can be. Some buy 
every three years, some every two. 
Many purchase only used cars. There 
are no hard, clear buying habits 
among the 39,500,000 car owning 
families. Our efforts in prospect lo- 
cating at Lincoln-Mercury in the past 
ten years have been to make as many 
of these potential new car buyers as 
possible stand up and be counted. 

From 1946, when the Lincoln-Mer- 
cury Division was formed, until the 
end of the Korean War. our manage- 
ment had been occupied in organiza- 
tion, product development and cre- 
ating a public image for our prod- 
ucts. By 1953, they had firmly 
established this new division in the 
market and it was time to look ahead 
to a more marketing 
strategy. 

We knew that our advertising was 
good. Our products had sold well 


competitive 


and had good public identification. 


Our advertising agency, Kenyon & 


Eckhardt, had concentrated our ef- 
forts in network television and had 
made Mercury and Lincoln success- 
ful pioneers in this new medium. The 
balance of our advertising was dis- 
tributed in all other media—includ- 
ing direct mail, but direct mail 
strictly from an advertising stand- 
point. Prospect locating was confined 
solely to dealers at the local level. 
Our management was completely 
satisfied that we were making a fine 
advertising impression, but as a rela- 
tively new product group without a 
large alumni of past owners, some- 
thing more was needed. Our quest 
for that something led us into the 
field of prospect locating. A careful 
evaluation of our media led, quite 
naturally, to direct mail as the best 
vehicle. Our timing was very fortu- 
nate since national prospecting could 
not have been developed without the 
concurrent acceptance in the Ford 
Motor Company of advanced mar- 
keting research concepts, and IBM 
name sorting and tabulating. But, 
this acceptance was just a beginning. 
There was a natural reluctance on 
the part of many to alter established 
marketing practices and accept auto- 
motive direct mail, not as advertising 
alone, but also as a sales promotion 
medium. Even the direct mail indus- 
try often misunderstood our intents. 
We had been sending direct mail 
to our own Mercury and Lincoln 
buyers since the end of World War 


REPORTER’S NOTE: John Solsbury is the Supervisor of Planning & 
Programming for Lincoln-Continental, Mercury and Comet at the 
Sales Promotion Department of the Lincoln-Mercury Division of 
the Ford Motor Company. After serving three years in the Pacific 
Theatre of Action during WWII and two years of retail sales work, 
John joined Lincoln-Mercury in 1948. He is married with four 
children, and is active in community affars. The story of Mercury's 
Prospect Locator Program was orginally prepared for presenta- 
tion before the Hundred Million Club of New York City. 


11—but, we had little or no informa- 
tion as to results—we didn’t know 
if it could be researched. Following 
the Korean War it was obvious that 
Mercury would have to compete more 
broadly in its price field and Lincoln 
would have to establish itself as a 
competitor more firmly in the fine 
car field. 
Promoting to Competitive 
Owner Groups 

So, our sales management took 
the plunge—we began mailing to 
competitive owner groups. That deci- 
sion in the early 50’s was the begin- 
ning of our efforts to reach prospects 
and isolate them from the mass of 
car owners. 

With the first competitive owner 
list that we purchased, our manage- 
ment asked two questions that we 
and our research people have been 
trying to answer ever since. 


Which competitive owners will 
provide us with the most and 
best prospects and . . 

2. Which are the best list sources. 


We had many isolated facts at our 
disposal. For instance, we all knew 
that if we asked enough people to 
buy our automobiles we could sell 
a proportionate number. We knew 
that our current owners were our 
best future customers—we knew who 
our toughest competitors were and 
we knew who we were getting the 


THE REPORTER OF DIRECT MAIL ADVERTISING 





Merecury’s Prospect Locator Program makes 


potential buyers out of strangers with 


multi-million mailings ...by John Solsbury 


most conquest sales from. 

We also knew that our other auto- 
mobile division was working with 
the O. E. McIntyre Company in test- 
ing prospect incentives independently 
of our efforts. 

We also knew that our direct mail 
for both Lincoln and Mercury cars 
was attracting a great deal of atten- 
tion. But, our management was cau- 
tious about getting into multi-millions 
of mailings without proof of what it 
would do. Moreover, we weren't so 
sure direct mail could give us the 
kind of product identity we had been 
enjoying with media. 

By 1957 we had learned something 
about whom we should mail to, what 
kind of mailings to make and at what 
times of the year the best results 
would be produced. 


First Premium Test 

In 1958 we developed our first 
premium test which we mailed to 
selected Lincoln and competitive fine 
car owners, offering them a choice 
of premiums. We succeeded in giving 
away more premiums than we had 
estimated, but we couldn't be certain 
we had sold a single car. 

Three bits of information did de- 
velop, however. We discovered that 
regardless of income and car owner- 
ship, were interested in 
incentives and would come into a 
dealership if they were properly ap- 
proached. We learned about gift 
price was not as great a 


pee ple 


selections 
factor as we had thought. We were 
to learn much more about gifts later. 
We also discovered that we could 
not depend on our dealers to tell us 
whether or not our programs were 
selling cars. They simply didn’t know. 

W e needed 
techniques to get us the results of 
the mailing. In late 1958, a special 
marketing study group was formed 
to make a year long test and develop 
methods and 


to develop research 


possible prospecting 
research procedures. These were not 
advertising or sales promotion people. 
but marketing methods specialists and 


marketing researchers. 
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They were not aware of the things 
they shouldn’t be doing in marketing, 
so they went right ahead with a series 
of test prospect locator programs 
frankiy, many of us thought these 
test programs were right off the 
planet Mars. 

Some of these tests were simply 
to prove principals. Others were to 
sell cars. Some of the tests encour- 
aged salesmen to contact prospects 
drawn in by special incentives. 

One interesting test involved the 
offer of a one-year car warranty 
if the prospect would buy his car 
within a certain time limit. A varia- 
tion of this test offered a one-year 
warranty for an additional $15.00. 
This test got a number of customers 
quite upset when they discovered 
they had only thirty day warranties 
and the next customers to buy had 
one year warranties for the same 
price. 

We learned a little about testing 
in this one. Never split a group of 
dealer customers. 

The popularity of the 
warranty test proved to our market- 
ing people the feasibility of using 
it as a consumer benefit. 

During this year of testing, our 
research uncovered the fact that the 
people who visit dealers showrooms 
at announcement have a higher buy- 
ing rate than those who come in at 
other times. This led to a program 
that I will cover later, the Announce- 
ment Sweepstakes Program. Several 
methods of getting the salesmen to 
register showroom visitors were tried. 
We discovered the salesmen react to 
premium incentives as well as the 
public and from this came our devel- 
opments in getting showroom visitors 
registered for further recontact from 
Dearborn. 


one-year 


Other Tests 

We tried telephone 
using the marketing 
proach of asking questions about cars 
and specifically about Mercury. For 
instance, a young lady would ask 
the person called for the name of 
the first car to come to the listeners 


prospecting, 
research ap- 


mind. She would then ask questions 
about our product and when the 
listener could not give the correct 
answers as to size price range or 
model, she would provide the an- 
swers. Our telephone testing was 
developed from there, but not to any 
conclusion. We hope to do more in 
this area in the future. 

Another test involved the Con- 
sumers Panel. We advised a_ test 
group that they were part of a con- 
sumer product opinion panel and 
sent them a series of mailings asking 
questions about cars and our auto- 
mobiles. In each case we supplied 
answers to many of our own ques- 
tions. All of these answers told parts 
of our product story. Some of the 
respondents were sent small premi- 
ums for their cooperation. 

In the one year, any idea that 
could be formulated into a test was 
considered. At the end of that year, 
we had gained unbelievable informa- 
tion and many 
factors remained to be studied and 
tested in actual practice. 

While all of the tests were being 
run, we were working in sales pro- 
motion to translate this information 
into acceptable national marketing 
campaigns. The first major prospect 
locator program we tried was in 
early 1959 with our Buyer's Guide 
Promotion. 

We had tried TV Sweepstakes pro- 
grams to bring people into our show- 
rooms as far back as 1956. However, 
this was not completely satisfactory, 
since we could not be sure that we 
were getting our product story to 
people who would simply go to our 
dealerships to enter a prize drawing. 


experience. But, 


Great Demand for Buyer’s Guide 

The Buyer’s Guide was a booklet 
that had been originally written for 
a salesman and dealer confidential 
report on competitive products. When 
we finished with it. however. it was 
so factual and frank that we decided 
to see if the public would accept our 
word on competitive product infor- 
mation. There was no car X. Y and 
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Z in booklet. We talked about 
prices and features of Mercury and 
Dodge and Buick and every- 
one else we thought belonged in the 
book. We used TV and 
offer the Buyer’s Guide to 
who would visit a Mercury 
dealer. We had hoped that three or 
four hundred thousand persons would 
pick up the Buyer’s Guide. Instead 
some one million people came in. 


our 
Pontiac, 


numerous 
ads to 
anyone 


This was prospect locating! 

Since public reaction was so favor- 
able we used the Buyer's Guide in 
than mailings to 
our own and competitive owners. This 
was part of a 1959 Direct Mail and 
Prospect Locator Program that won 
us a handful of including 
DMAA’s national The 1959 
program also marked our entry into 
premium incentive programs—in a 


more two million 


awards 
award. 
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subsequent mailing. It was almost 
the last use of premiums for us, since 
it produced very disappointing results 
when compared 
to our expectations. However, the 
research and experience we gained 
through this program in premium 
offers and gift selections helped us 
to correct for higher responses that 
to 


a 6.2 response 


were come. 


A Million Names in Six Weeks 


The impending announcement of 
the 1960 Comet forced us to tem- 
porarily abandon our premium work. 
However, the 1959 Buyer’s Guide 
program had been such a success 
that it was used again in 1960 with 
almost equal success. But, up to this 
time we were still not trying to get 
nor had we been 
able to evaluate our marketing test 


prospects’ names 


Left, the first page of a four-page letter 
offering premiums to prospects who will 
visit their local Mercury showroom. The re- 
maining pages are devoted to illustrations of 
the car, plus salient selling points. 


groups efforts. 

At introduction time for Comet in 
March, 1960, we asked the McIntyre 
Company to develop an announce- 
ment sweepstakes program with us. 
The result was that we collected the 
names of over a million showroom 
visitors in a six week period. 

We then mailed all of these con- 
testants an offer, inviting them to 
revisit their dealers, have a gift cer- 
tificate validated and toy 
scale model Comet, valued at $2.00, 
for twenty-five cents. We expected a 
higher than we We 
had anticipated 10%, and got 8%. 
We were now beginning to get much 
closer to our targets. We were also 
developing routines and tested forms 
and procedures for dealing with dif- 
ferent types of programs. We were 
discovering the greatest degrees of 
success were coming with simplicity 
in our programs. We were discover- 
ing how far we could go with people 

what they would do and wouldn't 
do for a premium. We found out, 
too, what kinds of premiums to offer. 
and dealers were being 
the same time. 

When we got to our 1961 Mercury 
and Comet announcement, put 
together our first program to take 
advantage of all the collective testing 
over the previous two years, both by 
our special market study group and 
our Sales Promotion Department. 


receive a 


response got. 


Salesmen 
studied at 


we 


We estimated, in advance, that we 
would register 750,000 persons in the 
1961 announcement sweepstakes. We 
actually registered 786,000. We pre- 
dicted that we would register between 
10 and 50% of all prospects to visit 
our dealerships in a three week pe- 
riod. We registered 58%. We then 
sent these visitors a premium offer. 
We expected a response of 80,000. 
There were 120,000 respondents. 

One of the many areas on which 
we, in the Sales Promotion Depart- 
ment, have concentrated a great deal 
of time is the control of response 
rates. We can now predict within a 
generally acceptable budget range the 
percentage response that we will re- 
ceive in a given program, depending 
upon the type of premium and the 
number of people involved. This is 
done in several ways—premium se- 
lection, the manner in which they 
are offered, reproductions in black 
and white or color, token pricing— 
are but a few of the methods used. 

Everyone of the 786,000 names 
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was put on special prospect cards 
and returned to dealerships as part 
of a salesmen’s recontacting contest. 
This contest encouraged salesmen to 
both telephone and mail to prospects. 
We even used S. & H. Green Stamps 
as a salesmen’s incentive to register 
showroom visitors in this program. 


I won't go into the incremental 


sales we developed, but results were 


encouraging enough for us to begin 
immediately on the development of 
the current 1961 Prize-O-Rama which 
has already exceeded our most en- 
thusiastic estimates. In developing 
this program with R. L. Polk and 
our agency, Kenyon & Eckhardt, we 
called upon the sum total of ten 
years of testing, researching, and 
planning. We used 
formula for prospect locating. And, 
believe me, the results have been 
no accident. 

Here are a few indicators that 
reflect Prize-O-Rama’s magnitude. 
We will be producing over 50,000,000 
pieces of printed material by the 
time the program closes. More than 
122 suppliers are involved. Well over 
a third of all the people mailed to 
have visited our Mercury Comet 
Showrooms. In one dealership on the 
West Coast more than a thousand 
persons jammed the showroom in a 
single day as a result of the mailings. 
We immediately corrected this and 
can now control the prospect flow 
into any dealership in the country 
with very little effort and without 
reducing the response rate. As a mat- 
ter of fact, our singular complaint 
was too much traffic too fast. Studies 
have shown a 30-35% 
consumer product awareness in cer- 
tain isolated test areas as a result of 
our mailings. 

Much of what we are doing can 
never be discussed, and until other 
companies are willing to spend the 
time and the millions of dollars that 
our management has been willing to 
put into prospect locators, we will 
be working in a rather exclusive 
medium. 

I call it a medium because that 
is exactly what it has become to us. 
We have made prospect locator pro- 
grams work well with TV. 
paper, magazine and direct mail as 
the vehicles. We have even been able 
to get profitable responses with win- 
dow trim and handbills. 

We still don’t have all the answers, 
but we know that prospect locators 
are a highly controllable and efficient 
method of bringing a pre-determined 
number of prospects into dealerships 
with a predisposition toward our 
products—what more can national 
sales promotion be expected to do? e 


every proven 


increase in 


news- 
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HOW ONE MAN’S IDEA 
LED TO A MILLION 
DOLLAR BUSINESS 


by M. T. Fortney 


Originally a mail order operation, Jiri Herr- 
mann’s Baby News Stores branched into the 
retail field, and now sell customers exclusively 
through mail advertising. 


Dig A. HERRMANN, president of 
Herrmann Baby News Stores, 
has put all his faith into direct mail 
advertising. And this confidence has 
paid off for him. Sales of his com- 
pany have grown from a few dollars 
when he first started shortly after 
World War II to $1.5 million for 
1960. 

A graduate of Columbia Univer- 
sity, the Czech-born executive started 
his business career in San Francisco 
in the late 1940s. During the war he 
had designed children’s hangers in 
the form of animals. At the war’s 
end he and his wife began manufac- 
turing and selling theni from a tiny 
place on Golden Gate Avenue. 

Sales dragged miserably at first 
until the hangers were featured on 
a page of Better Homes and Gardens 

then the Herrmanns began getting 
orders from all over, even as far 
away as Sweden. This gave Herr- 
mann the idea that if people will 
order one item through the mail, 
then they will order other legitimate 
items. 

The next step was to launch a mail 
order business, which the Herrmanns 
did in 1947, with the first issue of 
Baby News, a loose-leaf catalog fea- 
turing unusual children’s _ items. 
There were a tense two days after 
mailing of the catalog before the first 
order came in from San Bruno, a sub- 
urb of San Francisco. 

From then on the business pros- 
pered. The firm moved to its present 
location at 1718 Union Street, and 
at the end of 1947 Jiri Herrmann 
opened a retail business. 

He later expanded the business 
through the establishment of fran- 
chise stores. Headquarters remain in 
San Francisco, and there are fran- 
chise units located in San Jose, San 
Rafael, Berkeley, Belmont, San Le- 
andro, Sacramento, Merced and 
Stockton. 


Jiri Herrmann 


The franchise units are actually 
independent stores which do their 
buying through Herrmanns. In fact, 
he’s organized a complex set of or- 
ders and inventory blanks that the 
store operators use. They have only 
to check the forms monthly, fill in 
the purchase orders, and mail to 
Herrmann. He consolidates the or- 
ders, dealing with more than 200 
suppliers. This way, even though the 
franchise stores are independent, they 
get the advantage of large scale buy- 
ing and the advice and help of a 
well-experienced retailer. 

While he makes a small profit on 
these “wholesale” transactions with 
franchises, his greatest source of in- 
come from the branch 
through their purchase of the Baby 
News catalogs. 

The Herrmann stores carry a very 
specialized line of infant and child 
care equipment. Many of the items 
sold are not handled in department 
stores nor in other specialty shops 
and many of the items are designed 
and manufactured exclusively for 
Herrmanns. 

Although the San Francisco store 
and the franchise units function as 
retail outlets, they depend on direct 


stores is 
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mail as their only form of adver- 
tising. 

Herrmann admits he’s tried other 
types of media, including a television 
program, but none of them have 
worked out. He feels this because 
television and newspapers reach a 
mass of people, but only a small 
percentage of such a group are at 
that particular time in the market 
for a crib or other type of baby 
needs, 

Through direct mail advertising, 
the stores are able to reach the proper 
audience at the proper time, Herr- 
mann emphasized, without spending 
money and time on waste circulation. 

Backbone for the direct mail ad- 
vertising is the 32-page Baby News 
catalog, mentioned 
printed four times a year, with the 
front and back pages made up indi- 
vidually for each store and its geo- 
graphic area. 


above. This is 


These 
expectant and new parents in a given 
area, and are also distributed through 
civic agencies concerned with infant 
hospitals 


catalogs are sent to all the 


and child care, as well 


and doctors. 

Names for the mailing list are 
gathered in a number of different 
ways, Herrmann said. Depending on 
the County Health Department rules, 
names of parents of new-born babies 
may be obtained from county recerds, 
or as in San Francisco, they are pub- 
lished in local newspapers. Herrmann 
also collects what he calls “pre-natal 
names’ —names of expectant parents, 
by working together with maternity 
shops, diaper services, etc., frequently 
working out trade deals on mailing 
lists. 

Four issues of the catalog are sent 
to expectant and new parents, but if 
they don’t buy within that time, their 
dropped, Herrmann de- 
People who have made pur- 


names are 
clared. 
chases go on the permanent mailing 
list. Incidentally, names are kept on 
the mailing list until the child is six 
vears old, since Herrmanns concen- 
trates on infant and child care equip- 
ment up to the age of six. 

Herrmann publishes 150,000 copies 
of the Baby News catalog each quar- 
ter, and this number is gradually 
increasing as the business expands. 

\t present each store handles the 
mailing for its own region, with one 


Above, the 32-page Baby News catalog, mailed four times per year to mothers and mothers- 
to-be. The catalog is inexpensively prepared and printed on pink stock, and 606,000 copies are 
distributed yearly. 60% of orders come by phone, and orders are delivered the same day by 


Herrmann’s trucks. Another 30% of orders come from sales made in the store, while 10% come 


from pure moil orders. Herrmann expects a 
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record sales volume of $2 million in 1961. 


employee per store handling the job 
full time. Herrmann explained mail- 
ing is staggered throughout the three 
month period; otherwise the stores 
would be hit with an onslaught of 
orders after receipt of the catalogs, 
then have a long slack spell after 
orders have been filled and until 
the next mailing. 

The Herrmann stores are now in 
the process of centralizing their mail- 
ing operations, and will have a cen- 
tral mail office set up within six 
months. This office will distribute the 
Baby News catalogs for all stores. 

Herrmann reports the percentage 
of purchases from the catalogs is un- 
believably high, well above 12 per 
cent. He attributes this to the fact 
that the booklets Zo only to people 
who really need the items at the time 
they receive the catalogs. Many of 
the mothers receiving the Baby News 
are just home from the hospital and 
cannot get away from the house, so 
the service is invaluable to them. 


Fast Delivery 

Herrmann caters to this need by 
offering very rapid delivery service 
orders received by 12 noon are de 
livered the same afternoon. The stores 
also offer such services as scale rent 
als, baby furniture rentals and are 
also tied in with diaper and baby 
sitting services. 

According to Herrmann, approxi 
mately 60 per cent of his business 
comes from phone orders by persons 
who have received his Baby News 
catalogs: 30 per cent from people 
who come into the store to buy, and 
10 per cent from mail orders. 

He explains the Baby News is 
mailed only to the area close to the 
retail store; this explains the large 
amount of phone orders. He actually 
prefers this, because it is easier to 
clarify orders and get color prefer- 
ences, sizes, etc., correct and explain 
merchandise. These phone orders are 
delivered by truck, with each store 
having one or two trucks. 

The mail orders are normally from 
areas outside the delivery zone. 

While the Baby 
$1.5 million worth of business in 
1960, they expect to record a sales 
volume of $2 million in 1961. And 
this is just the start. Herrmann now 
plans to expand the number of fran- 
chise stores throughout the West, and 
eventually, throughout the United 
States. 

With that record of success and 
such good prospects for future 
erowth—no wonder Jiri Herrmann 
has such faith in direct mail adver- 
tising.e 


News stores did 
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hype SPECTACULAR MAILING the 
attention getting dimensional 


has often been criticized ir 
some quarters because it is either a 


or detracts from the 


piece 


waste of money 
sales message or both. But the truth 
is that often, only the 
tractive mailing campaign will suc- 
ceed; and its plainer counterparts will 
either fail or be less effective. This 
campaign started with the elaborate 
type of mailing, but shortly after its 
inception, management suggested we 
too much money. Re 


startling at 


were spending 
action to the 
pieces was such that management re 
considered and after dra- 
matic attempts, the dimensional ap- 
proach was reinstituted. More about 
that later. 

Before | begin, I'd like to review 
just a little of the marketing back 
ground that we feel created the need 
for such a campaign. 

Our company, Hess, Incorporated, 


dimensional mailing 


two less 


is a refiner and marketer of fuel oils 
for industry and the home and of 
gasoline products. Hess had its hum- 
ble beginning in 1935 with one small 
truck. Today Hess, Inc. operates its 
own refinery in New Jersey. the 
most modern in the country. We have 
15 terminals across the United States. 
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ocean going tankers, a large fleet of 
250 tractor trailer trucks and are 
presently beginning to market 
brand in Jersey, 
northeastern 
with 


faso- 
line under the Hess 
New York and other 
states. Hess has no affiliation 
any major oil company and in fact, 
operates the only independently 
owned refinery in the eastern United 
States. 

The product for which this cam- 
paign was built was a product that 
we developed when our refinery went 
on stream some two years ago. Be- 
cause of our superior refinery equip- 
were able to produce a 
home heating oil that was crystal 
clear in and had 


amounts of sulphur and other 


ment, we 


reduced 
im- 


color 
purities. 


Seventeen Competitors 

The objective of this campaign 
was to introduce this superior prod- 
uct to the home heating oil dealer 
and push home the advantages of 
doing with Hess. I think 
most of you can appreciate the mag- 
nitude of our problem with 17 com- 
petitors, among them the largest oil 
companies in the world with fine fa- 
cilities, fine products, and long, loyal 
with the dealers we 


business 


relationships 


We Had To 
Go Back Te 
Dimensionals 


by Ben Becker 


Advertising Manager 
Hess, Inc. 


were seeking to obtain relation- 
ships that included dealer financing, 
continued performance when product 
was in short supply, extensive mer- 
chandising programs, help in area of 
business management, sales training, 
and of course nationally known and 
nationally advertised brand names. 


We felt that the sending of com- 
mon place direct mail to our prospects 
would have no real significance. The 
budgets of our competitors were such 
that they could equal and exceed any 
amount of promotional effort we 
might attempt to make. We therefore 
embarked upon a unique program 
that would have the added plus of 
remembrance and provide something 
the salesman could talk about when 
he made his regular sales call. 

For this story I have abstracted 
only the major parts of our mailing 
campaign. In addition to these major 
mailings, we mailed reprints of all 
trade advertising with messages from 
our sales manager: ran an intensive 
trade campaign in the industry books: 
participated importantly in all trade 
shows and prepared leave-behind ma- 
terial and sales portfolios for the 
in other words, a com- 
program with all 


salesmen 
pletely integrated 
components executed by our agency, 
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The first two mailers — utilizing oi! in a bottle and a plastic faucet — created quite a stir among prospect dealers. But 
management felt the pieces were too expensive. When less dramatic efforts did not prompt the same enthusiastic response, 
Hess went back to the dimensional format with the watch mailer right. 


Delehanty, Kurnit & Geller, and their 
sales promotion division KGA. 


Oil in a Bottle 

Our first major mailing consisted 
of a product sample presented in a 
fashion. We utilized the 
same basic format, as we had in our 
introductory trade ad: a hand holding 
a bottle of our product which had 
been named Platinumized White- 
Heat. As this mailer unfolds, it makes 
four major selling points: STRAIGHT 
RUN, PLATINUMIZED, QUALITY CON- 
TROLLED and PROFITABLE. Inside was 
the product itself. When the bottle is 
lifted out of the box. beneath it is a 
photographic reproduction and the 
phrase, “THE BRAND TO BUILD YOUR 
NAME ON 


dramatic 


selling the idea to the inde- 
pendent dealer that this was a brand 
name product that he could call his 
very own. We weren't trying to force 
our customers to use the name of our 
company on their trucks, or even our 
colors. This was a brand name that 
would help him build his own brand 
identification. 


Shiny Plastic Faucet 
Our next important mailer told a 
story of the company 
product. Remember, we had grown 
quite small 
company to a position as the largest 
independent in the industry. We felt 


rapidly from a_ very 
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behind the 


that we had to bring home strongly 
to our prospects the fact that this 
company could be depended upon to 
maintain storage and make delivery 
as well as any other company in the 
industry. This mailer dramatically 
said “ONE BILLION GALLONS ON TAP” 
and our little plastic faucet, with its 
suction cup back which dramatized 
our storage capacity, provided a little 
gimmick for the men to play with. It’s 
over a year since it was sent out. 
Faucets like these are still stuck to 
walls and trucks, and have been joked 
about and talked about in the indus- 
try. We felt that mailers like this 
couldn't help but get recognition in 
the industry. 


Too Much, Said Management 
Hess Management 
“Why are you 
cadillacs?” We got more than com- 
ment; we were told we were spending 


commented: 


turning out these 


too much on direct mail pieces and 
to stop sending out pieces that cost 
so much. Our ad agency tried to 
explain that these were not reall: 
expensive because our audience was 
limited and that reaching them at 
$1.50 to $2.00 a sales call was cheap: 
besides, sales management liked the 
pieces. However it was decided to cut 
back. 


which were still ingenious, still inter- 


And so we tried to do pieces 


esting, but which would not cost as 


much money. We then turned out 
a mailer in which we talked about 
delivery; not just delivery, special 
delivery. Attached to the front of it 
was a metered delivery slip because 
only Hess delivered in its own trucks 
and only Hess metered every deliv- 
ery to its dealers. And so the piece 
unfolded to tell the story of why 
every Hess delivery was a special 
delivery. We achieved great impact, 
even in a simple accordian mailer. 

The next piece went out just be- 
fore contract signing time and very 
quickly made the point that a pen 
is old fashioned, but a Hess contract 
is as modern as tomorrow and why 
it is important to talk to the man 
from Hess before you sign for next 
years committments. 

Along about this time, comments 
were still pouring in on our first two 


mailings. They were coming from all 


parts of the country from people 
who'd never seen the mailings but had 
been told about them. And suddenly 
management pulled a switch why 
don’t we do some more of those dra- 
matic dimensional mailings? Well, 
back we went to our previous direc- 
tion in creating dramatic direct mail 
piec es 

The next in this series was another 
piece that talked about the advantages 
Hess, and 


of doing business with 
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again we went to our delivery story, 
as this was our most important story 
to tell in addition to product su- 
periority. We tried to locate some- 
thing that would talk about on time 
delivery, that would dramatize the 
effectiveness of buying from the one 
independent refiner and marketer 
who controlled his delivery because 
he controlled his own trucks. And 
so we used a decal on the back of 
the watch (which is not apparent in 
the photograph) which says “Delivery 
to Set Your Watch By.” Hess 
Platinumized White-Heat. We left 
with our prospect a remembrance of 
our company. 


Needling the Prospect 

The next story we wanted to tell 
again was of product superiority and 
how this product could help the deal- 
er’s business by giving him something 
to talk about and sell, rather than 
just selling an ordinary fuel oil and 
also the fact that it would cut down 
on service calls and make his business 
a more profitable one. Our agency 
located a phony 
tributors could have fun with. Our 
message said “Hypo For Sale: doing 
business with Hess and Platinumized 
White-Heat is like a shot in the arm 
for your business.” We again told 
the product and company behind the 
product story in this mailing piece. 


hypo which dis- 
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The hypodermic needle, left, and the final mailer—the flag 
above—continued the job of attracting attention for the 
Hess company and its White-Heat fuel oil. 


included reply cards _be- 
cause we were getting closer to con- 
tract time. 

The final mailing of our current 
campaign went out just recently. 
It’s a little flag the dealer can stand 
on his desk that says. “Don’t Tread 
On Me.” The mailer that accompanies 
it says that the flag that stood for 
independence has nothing on _ the 
brand that guarantees it, Platinum- 
ized White-Heat. We tell the story 
behind the product and do business 
with Hess, the company that lets you 
build your own brand name. The 
reply card asks that the dealer invite 
a Hess salesman in to talk to him. 

Of course, | know you're interested 


Here we 


REPORTER’S NOTE: 


in results we all are. This is the 
major reason for our jobs and our 
programs. However, this is not an 
area where mailing pieces tell the 
whole story. These mailers are de- 
signed primarily to attract attention. 
To build an image of our company 
as a progressive company, a smart 
company, one that is alive to what's 
happening in the industry and the 
company to be associated with. The 
job of making the sale, closing the 
sale, is the salesmen’s job. We haven't 
usurped it; we wouldn't even attempt 
to usurp it. But we feel, and the 
salesmen feel, that a campaign such 
as this is doing a great deal to make 
their selling job easier. e 


Ben L. Becker is advertising manager for Hess, Inc., an independent refiner and 


marketer of fuel oils. He graduated from the University of Southern California, 
and served as a Captain in the Chemical Corps, Chinese Combat Command, 


during World War Il. Prior to joining Hess, he was advertising manager of 


Bolsey Cameras and S. Blickman, stainless steel fabricators. Ben was one of a 


dozen creative ad men who participated in New York Direct Mail Day’s 


“Dynamic Dozen” morning session, one of the finest idea sessions we have ever 


attended. This story is graphic proof of the axiom that—when a dimensional 


compaign is called for—halfway measures just can’t do the job. 
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that beckon to be read, thot impel and 
sell. One series yeors old. Send for 
circulor “R Piecse write on letterhead 


“Chat Fellow Bott a 4 


wm Leo P. Bott, Jr, 64 E. Jackson, Chicago 
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We represent hundreds of the finest 

mail order and compiled lists avail- 
able. Send us your mailing piece (or 
phone SPring 7-7460,) and we will 
recommend the best lists for YOUR 
needs FREE OF CHARGE. 


wit{VPADDERN une. 


215 PARK AVE. SOUTH @ WN. Y. 3, N.Y. 














YOU CAN BE “BEST-KNOWN” 
IN YOUR FIELD 


One of our clients said “You have mode our 
president the best-known mon in our industry 
with your motto direct mail campaign’. Maybe 
you'd like to get similar recognition in your 
business, and more sales. The motto campaign 
creates friendliness, produces business, a bigger 
poy check for you (maybe), or a better job 
perhaps We think it's a wonderful ideo 
Write on your business letterhead and decide 
for yourself 


2127 East Ninth St. 
Cleveland 15, Ohio 


LET'S HAVE —~* 
BETTER MOTTOES securing 





Direct Mail and Mail Order 


COPY 


@ thet mokes SENSE 

@ thet mokes SALES 

@ thet mokes BUYERS went 
te de business with you 


Write me about your plens 
or problems 


All details handled by mei! 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two DMAA Best of industry 
Awards Dortnell Goid Medal . 
Editer of IMP, “The world’s ome iiest 

howse orgen” 





DESIGNED 
PLANNED . 
PRICED .. 


FOR THE VOLUME MAILER! 


ET TER 


CABOT- 


FORMERLY RESPONDA 
lhe Letter With 
The Kailt-la Reply Form 


LETTER 


CABOT'S PROMOTIONAL AIDS, INC 
910 W. Van Buren St. MO 6-9878 Chicago 7, i! 
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POETRY PRODS 
PROCRASTINATORS 

Shades of Edgar Guest! The 
ican Express Company is using poetry 
to remind credit card holders of their 
obligations. collections have 
been slow in recent months, American 
Express, 30 Church Street, New York 
7, N. Y. decided to nudge the 645,000 
holders of their credit cards toward 
more prompt payment by sending out 
an interesting 3-unit mailing. 

Unit One is a letter from a Mr, J. 
David Forraine of New Canaan, Con- 
necticut, complaining wittily that the 
has canceled his card 


Amer- 


Since 


company 
Here’s the copy: 


Oh, dear American Express, 

I do remorsefully confess 

I'm in arrears to you, but now 
Let's get together anyhow. 

I let your bills go much too long 
The oversight, | know, was wrong. 
It roused your righteous indignation 
And brougit about my cancellation. 


It's very painful to be barred 
From using your convenient card, 
So reinstate me now, | beg, 


And | will be a Grade A egg 


| won't neglect your bills, | swear 
So do not leave me in despair, 
Or tell the tale of my 


To local Credit Bureau ears 


I'll settle promptly, on my word, 
The bills | know you have incurred 
On my behalf, so please restore 
My card, and I'll be late no more. 


| hereby pay the full amount 

That's due on my defunct account, 

So kindly tell me right away 

You'll reinstate my card today. 
Lnit Two is the reply by the 
American Express Company over the 

of M. E. Lively. general 

. Here’s Mr. Lively’s effort. 


signature 


manager 


Your penitential rhyme is here 

In which you make it duly clear 

You won't impose on our good nature 

If we will only reinstate yer 

Your pledge so melts our corp'rate 
heart 

That we will grant you one fresh start 

But if you let your payments lag, 

We will refuse to hold the bag 

On instant payment, we insist 

Or else our Cancellation List 

Will bear your name to all the gents 

Who manage our establishments 


This Cancellation List is one 

You would not wish to be upon 

Because the firms with which we deal 

Would see your name and doubtle 
feel 


You let your obligations go. 

And do not care how much you owe 
So pay us promptly, for the fact is 
That is our standard credit practice 


An i now 


on this auspicious dat 


Your cherished card, we reinstate, 
Accepting (with relief) from you 
The payment so long overdue. 
BUT IN THE FUTURE, DON’T 
DELAY ..-. 

CUT YOU OFF, IF YOU 
DON’T PAY. 


WE'LL 


Unit Three is a small yellow sheet 
attached to the two letters. It reads: 
“Memorandum from M. E. Lively. 
To all American Express Cardholders. 
\ fellow cardholder recently sent us 
a letter in a rather unusual form. We 
think you might find it amusing al- 
though it’s a serious matter to us.” 
It’s signed with Mr. Lively’s initials. 


The envelope in which the mailing 
arrives carries the American Express 
return address and also the teaser 
“This is about someone else’s bill.” 

Aside from the collection-boosting 
aspects of the mailing, the piece seems 
to have caused quite a stir among 
American Express cardholders. Many 
recipients mistakenly thought the 
mailing applied to them, even though 
they were paid up to date on their 
accounts. 

Here are two reactions from Direct 
Vail Reporter readers. 

“Whatever their point 
is not clear—and the caption on the 
envelope—This is About 
Else's Bill—is questionable taste. 
It certainly is ‘bad’ direct mail.” 


it certainly 


Someone 


And from the second reader. 

“Now what this form of direct mail 
does for AmEx, I don’t know, but 
some misguided soul must think this 
is the peak of public relations activity. 
Personally, I don’t. and it leaves a 
bewildered taste in 
mv wide-open mouth. And how does 
this guy Forraine feel, knowing that 
upwards of a hundred thousand fellow 
holders” now tab him as a 


lingering, sour, 


“card 
delinquent and a poor credit risk. 
Hope this bird doesn’t apply for a 
bank loan or give AmEx for credit 
reference.” 

We checked with 
of the public relations department of 
American Express to see if this violent 


George Hanson 


reaction was widespread. It wasn't, 
though there has been considerable 
mail at American Express concerning 
the promotion, both pro and con. Mr. 
Hanson said the overall reaction was 
not objectionable. 

For those of you who feel sorry for 
Mr. J. David Forraine, lay your fears 
to rest. He is a fictitious card-holder 
created by the fertile brain of Amer- 
ican Express’ promotion consultant. 
Plans for two follow-ups to this effort 
are being discussed now. 
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wee WINCHELL’s UsE of three 
dots (...) to separate items in 
his column is a rather good device 
that is rapidly being run into the 
ground. Now we have a cult of copy- 
writers that sprinkle their prose with 
so many dots the page looks as though 
it had been done in braille. And not 
satisfied with their polka dot para- 
graphs, they then proceed to garnish 
the concoction with dashes spread as 
thickly as crab grass in August. We 
could do with less of this Morse Code 
writing. Too liberal use of these 
marks obscures thought like too lib- 
eral use of bourbon. 

And the gall of the cult that dotes 
on dots and dashes gets my dander, 
too. One outfit recently sent me a 
sales letter suggesting I might get 
better returns from my direct mail 
if | allowed them to do my copy in 
this “new, exciting modern” style. 
Modern, my foot. Since when did 
hierglyphics become “modern?” 
Not as Promised, But! 


I fully intended to use this column 
to report my meeting with Joe Moran 
and Bob Brennan, editors of Amer- 
ican Airlines’ Flagship News. But at 
American the first man I met was 
E. L. “Bronce” Howe, Director of 
Information. Since many of the prob- 
lems encountered by company editors 
are not of their own making but are 
created at a higher level of manage- 
ment, I couldn’t resist the opportunity 
to question “Bronc,” a man who 
represents this higher level. So we'll 
report the meeting with Joe and Bob 
at another time. 

The first question I asked “Bronce” 
was, What is the purpose of your 
employee information program? 
Then I sat back awaiting the usual 
high-sounding jargon. Surprise! Said 
he: “Our information program, and 
that includes Flagship News, has only 
one purpose, to get greater productiv- 
ity from our employees. And it must 
justify itself, too.” 

But just exactly how does some- 
thing as nebulous as an information 
program “justify” itself? “It can 
stimulate greater employee teamwork 
and greater willing productivity that 
results in a greater return from the 
companys payroll expenditure. And 
don’t forget, in our case, the payroll 
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‘lhe Company 
| He bare) 4 


a column on house publications 


by James McAdam 


is the biggest item of expense.” 

Can you give me an example of 
how productivity is increased as a 
result of the information program? 
“American has many levels of man- 
agement, many employees, and it is 
spread across the country. Yet every- 
one must act as a single unit intent 
upon reaching specific goals. To do 
this employees need ‘the inside story’ 
at all time. We provide this to line- 
management, for example, through a 
four-page management letter called 
Jetline. Its really an internal Kip- 
linger Letter.” 

“Bronc,” this sounds good. But it 
isn’t exactly novel. What, if anything, 
is different about Jetline? ‘Timeli- 
ness. Jetline is issued each week. Our 
line-management gets to know about 
executive decisions quickly, the rea- 
sons for the decisions, the objectives 
of such decisions and what is required 
of everybody to reach those objec- 
tives. They are able to adjust their 
actions quickly. And this timeliness 
has an important effect on morale, 
too. The employee family, in all but 
unavoidable knows what’s 
going on before outsiders learn of it.” 


Cases, 


Measuring Results 

But you can’t assume that every- 
thing issued by the General Office is 
read. And even when it is read, you 
can’t assume the material is useful. 
How do you know your information 
program is on the right track? Do 
you conduct surveys? “If you mean 
written surveys, the answer is, no. 
We check results in person. We go 
directly to line - management, the 
people on the firing line responsible 
for getting x amount of production 
from x amount of payroll dollars. We 
question them on their remembrance 
of subjects covered in Jetline. We 
determine what use, if any, was made 
of the material. We also judge effec- 
tiveness by the number of voluntary. 
favorable comments we receive on 
issues. If enough of these are re- 
ceived, we consider the material to 
have been useful. If these spontane- 
ous. favorable comments are not 
forthcoming, the material 
suspect. But the best control we have 
for issuing material that is useful 
lies in the fact that we do not arbi- 
trarily decide what goes into Jetline. 


bec ymes 


We get line-management to tell us 
what needs to be explained, what 
should be covered in Jetline. When 
an information program is virtually 
designed by those to whom it is 
addressed, rather than by those who 
are disseminating it, you can be more 
than reasonably assured that it is 
proving useful.” 

Is it possible to put an 
dollar value on the increased em- 
ployee productivity obtained through 
a useful information program? “It’s 
a simple matter to attach a dollar 
value to the increased productivity of 
some employees, an insurance sales- 
man, for example. But in many other 
cases it is virtually impossible. How 
would you put a dollar value on the 
increased productivity of a steward- 
ess. Yet who would deny that a 
stewardess working at top productiv- 
ity, and in her case that means gra- 
cious service to passengers, does help 
build traffic, increase 
passenger revenues. Or if you won't 
buy that, who would deny that a 
slovenly, impolite hostess inevitably 
causes a loss of passenger revenue. 
We can’t always attach a dollar value 
to the benefits of our information 
program. But we can always judge 
its effectiveness in terms of whether 
or not it is creating the conditions 
that result in greater employee pro- 
ductivity.” 

I'll buy that. But now, how about 
giving me an example of the “condi- 
tions” that lead to more productivity 
for the salary dollar? “In the case of 
Jetline, there have been many in- 
stances when a particular piece of 
information resulted in numerous 
voluntary comments to the effect that 
the reader now realized the relation- 
ship of some function of his depart- 
ment with that of another department. 
One curse of a large company is the 
tugging and hauling that can occur 
between departments and even within 
departments. This disease reduces 
productivity drastically. The only 
cure is communication, understand- 
ing. When our people voluntarily tell 
us they have gotten this understanding 
from Jetline, we know it has created 
the conditions that produce greater 
productivity.” 

Does your department relieve line- 
management of the need to communi- 


actual 


passenger 
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cation with their own people? “No. 
Let me read from the order establish- 
ing our program: “The function of 
this new division is exactly what its 
name implies. It will act as a service 
organization assigned to monitor the 
informational needs of the system and 
to obtain and distribute as much of 
that information as company interests 
permit.’ We are here to serve, to help 
line - management communicate, not 
to relieve them of this responsibility. 
If the responsibility for communicat- 
ing is transferred completely to a 
general office, you soon get an ivory- 
tower flavor into everything. And as 
you know, people in the field don't 
consider everything dished out from 
the ivory tower tasty.” 


No Better Than the Editor 

I happen to think Flagship News is 
one of the most readable internals I’ve 
seen. | know you're proud of it. But 
what, in your opinion, is the reason 
this paper comes off so well? “There 
reasons: Editor Joe 
Assistant Editor Bob 
Brennan.” Is that because of their 
background and training? “That's 
one of the reasons. Joe is a graduate 
of the department of journalism at 
N.Y.U. He had twelve years of news- 
paper experience before he came to 
Amrican. Bob is an English major 
and had considerable experience with 
magazines, one of them Printer’s Ink. 
Both are trained and experienced. 
They know their business.” 

But there are many company pub- 
trained and ex- 


are two main 
Moran and 


lications edited by 
perienced people that don’t come off 
so well. Does some special condition 
American? “I think so. For 
years it has been traditional 


exist at 
twenty 
at American that an editor be treated 
with dignity. Joe Moran is an editor 
in fact. He runs Flagship News with 
about as much freedom as the editor 
of a small town newspaper. No one 
tells him how to run the paper. He is 
simply asked to keep his eye on the 
audience and interpret everything 
that goes into the paper in terms of 
that audience.’ 

But suppose President C. R. Smith 
decides he has something he wants 
put in the paper. What happens to 
the “independence” of the editor 
then? “He retains his independence. 
For you see, the man who established 
this policy was Mr. Smith. When he 
sends something to Joe, and he does 
occasionally, it is accompanied by 


a note that usually reads: ‘Joe. I don’t 


know whether this is appropriate o1 
yours. In 
short, Mr. Smith practices what he 
preaches.” 

I'd say that C. R. Smith’s attitude 
might very well be the biggest reason 


not. The decision is 


7 


for the success of Flagship News. lt 
isn’t a common attitude. Many editors 
are plagued to death by niggling 
interference by a _ multitude § of 
“brass.” Why does C. R. Smith take 
this unusual attitude? “The reason is 
simple. Mr. Smith happens to be a 
fine writer. Therefore, he understands 
the need for editorial freedom. He 
knows you just cant get a profes- 
sional job of editing unless the editor 
is allowed to be himself.” You know, 
“Bronce,” it’s just too darn bad more 
people in high places aren’t writers 
or, at least, recognize the need for 
giving an editor the reins. If there 
were, wed have fewer frustrated 
editors and, more importantly, much 
better company publications. 


ROULETTE MAILING BREAKS 


INTO PROSPECT MARKET 


With an ingenious three part cam- 
paign revolving around a 9” roulette 
wheel, the Donahue Sales Corpora- 
tion broke into a market 
and developed a gratifying number 


prospect 


of leads to new customers. Donahue 
is the exclusive distributor of Talon 
zippers. 

Talon zippers share of the pack- 
aged zipper market is considerable 
but many outlets were stocking com- 
petitive brands. 1900 non-Talon out- 
lets were the recipients of the cam- 
paign. 

The first mailing was a colorful 
box, holding the roulette 
which had a die-cut circular message 
attached to the wheel axis. A week 
later an impressive four-color folder 
followed describing the Talon line, 


w heel, 


Help Wanted 

Received a phone call from a very 
pleasant gentleman, Judson S. Tyley, 
Coordinator of Research for the Leo 
Burnett agency in Chicago. Mr. Tyley 
is interested in company publications 
prepared by manufacturers for cir- 
culation to their dealers. He is spe- 
cifically interested in the returns on 
coupons offering premiums in such 
company publications. He'd like to 
know what the rate of return might 
be when: (A) the premium is free? 
(B) the premium is self-liquidating? 

Anybody had experience with pre- 
miums offered in such a company 
publication? If so, I'd appreciate 
hearing from you. So would Mr. 
Tyley. e 


and a week after that, the third and 
final piece arrived at the recipient's 
office promoting, in particular, the 
Talon “Zephyr” zipper. 

The campaign was created for 
Talon by Creative Promotions, 207 
West 25th Street, New York. The 
reply card enclosed with the mailing 
pieces merely invited the recipient to 
request further information. While 
exact returns are not available, Mort 
Elliot, president of CP, said the re- 
sponse was excellent, especially since 
the list was made up of prospects, and 
not actual customers. 

The roulette wheel was supplied 
through E. S. Lowe, 200 Fifth Ave- 
nue, New York City, and cost 65¢ 
each in the 1900 quantity ordered by 
Donahue. e 
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A* INQUIRY is only as good as the 
414 manner in which it is handled 
and followed up. 

You run an advertisement in mag- 
azines, trade papers and newspapers, 
to interest prospects in what you make 
or sell. 

Naturally you pick publications 
reaching the people you want to 
reach, and try to get coverage with 
as little waste circulation as possible. 
You make it easy for prospects to 
inquire. 

Often, especially if yours is a big 
ticket item or one which is technical 
in nature, you can’t cover everything 
about it in your general advertising. 
It may take both direct mail and 
salesmen follow-up to complete the 
selling job. So you make it easy for 
the reader to inquire — either by fill- 
ing in a coupon, writing, or telephon- 
ing you. 

If your general advertising is doing 
its job you get inquiries, and such 
inquiries fall into 4 general groups: 

1. Those who have an immediate 
need for your product or service. 

2. Those interested in gathering in- 
formation about your product, serv- 
ice, or similar products and services 
for future use. 

3. Those, who by the tone of the 
inquiry, qualify themselves as pos 
sible users of what you offer. 

1. Curiosity seekers. 

Depending upon the product and 
your distribution method, such in- 
quiries are handled in various ways. 

Perhaps the most prevalent method 
is to follow up inquiries by mail. 
sending a catalog, booklet, or folder 
describing what you have offered in 
your ad. Along with the printed piece 
you send a letter pointing out the 
virtues of your product and recom- 
mend the prospects to your distrib 
utor. Or, perhaps you tell the prospect 
you will send a representative. 

On the day you send your literature 
you forward his name and address to 
your distributor or salesman for 
follow-up. 

So your salesman or your distrib- 
utor calls on the prospect, and one 
of three things take place: 

1. An order is placed. 

2. The prospect is not ready to buy 
but the salesman uses the inquiry as 
a means to get acquainted with the 
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Reed-able Copy 


a monthly clinic 


conducted by Orville Reed 


buyer to tell him, in person, some 
more about what you make or sell. 

3. The prospect is not in. 

Then What Do You Do? 

In far too many organizations as 
soon as the inquiry has been answered 
and the prospect’s name sent to the 
salesman or distributor for follow-up, 
the home office loses interest in that 
prospect. From then on it is up to 
the salesman or the distributor to take 
the necessary steps to complete the 
sale. 

The reason some general advertis- 
ing does not result in actual orders 
is because the follow up is not as 
well planned as the inquiry-getting 
advertisement. 

Once a tradepaper, magazine, or 
cther medium gets the inquiry, it has 
done its job. The closing of the order 
is up to you. 

When you forward the inquiry to 
your distributor or salesman, he 
makes a call. He finds out the needs 
of the prospect. Perhaps the pros- 
pect’s need for what you are selling 
is not immediate. Perhaps he is now 
buying from another source and is 
perfectly satisfied. Perhaps he doesn't 
have time to see your salesman when 
he calls. 

In any case, continuous follow-up 
after the inquiry is necessary to com- 
plete most sales. 


You Jog the Salesman 

In the usual cases explained here, 
the salesman is checked now and then 
for’a report on the results of his call. 

But. a salesman being only human, 
he will make just so many calls on a 
prospect without getting encourage- 
ment or an order, then he'll quit 
no matter what you do about it. At 
long last he will tire of making these 
unproductive calls and will mark the 
inquirer down in his book as a “poor 
prospect. 

You can't expect a salesman to 
make too many unproductive calls. 
He tries to route his calls where he 
thinks he has the best chance of 
getting business. Who’s to blame 
him? 

Assume your 
inquiries tells you they are 
people or firms who have a real need 
for your product. Assume that a 
person or firm may inquire today 


evaluation of the 
from 


and not really be in a position to 
buy for 6 months or even a year. 
Assume a prospect may be interested 
at the moment he inquires but loses 
that interest between the time he 
sends the inquiry and your follow-up. 
Or there may be a shift in personnel 
or any one of a hundred reasons why 
an inquiry doesn’t develop into a sale. 

An inquiry is principally a way to 
qualify a prospect as having an in- 
terest, a need, or a use for a product 
or service. 

The first call of a salesman quickly 
weeds out the curiosity seekers, such 
as children and habitual coupon 
clippers. What is left are real pros- 
pects and deserve yes, need — 
further cultivation on a regular basis. 
Inquiries, these days, cost too much 
to be followed up once or twice and 
then dropped like a hot potato. They 
deserve to be developed fully. 

Here’s Where Direct Mail 
Comes In 

Rather than leave the follow-up 
entirely to the whim of the salesman, 
place the names of those who inquire 
on a permanent mailing list. 

Every month, or as often as you 
feel you can afford it, mail to this 
list interesting, informative, factual, 
even entertaining direct mail, to break 
down your sales story in bite-size 
morsels, easy to digest. 

While an inquiry might cost you 
anywhere from $5 to $30, you can 
make a direct mail follow-up on each 
of these qualified prospects every 
month — 12 times a year for 
from $2.50 to $12.00 a year. 

Your Direct Mail 
Follow-up Has Four Jobs 

l. To sell the features of your 
product and translate them into bene- 
fits you know will be of value to the 
prospect. 

2. Make the prospect want to do 
business with you instead of someone 
else. Some people call this “goodwill.” 

3. Encourage the prospect to read 
every piece that arrives. Here’s where 
creativeness Comes in. 

1. Keep a constant contact by mail 
so you and your proposition will be 
Johnny-on-the-spot at the time the 
prospect is ready to place his order. 

Using a continuous direct mail 
campaign to follow up each inquirer 
for at least 12 months after his in- 
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quiry is received, is “throwing good 
money after good money.” 

And think of the effect on your 
sales force when it knows your direct 
mail is developing those inquiries 
into interested buyers, while they are 
hitting the hot spots going after 
orders where they know orders are 
about to be placed. 

This may all seem quite academic. 
And it is. It is se effectively simple, 
using 
media to get inquiries overlook it. 


too many companies mass 


Say What You Mean 

Waiting to cross a busy intersection 
the other day, I noticed a friend run- 
ning against the “Don’t walk” sign to 
escape oncoming traflic. 

“You'll get yourself killed that 
way,” I said. 

He grinned. “Well, it said “Don't 
Walk.” so I ran.” e 


PINT SIZE BLONDE 
DELIVERS GALLON 
SIZED POPSICLE 


The promotion and publicity staff 
of The American Home, 300 Park 
Avenue, New York City. took advan- 
iage of the newest of the magazine's 
“spectacular” direct mail promotion 
piec es an outsize paper popsicle 


“Take a Bite of 


bearing the message 


a Sweet 


Market” to play a 


humored joke on the executives of 


good 


1 Philadelphia advertising agency. 
The magazine's promotion depart 
ment decided to introduce this over 
sized piece a bit differently than new 
items are usually brought to the de- 
partment of an interested audience. 
Usual modus operandi calls for a 
curvaceous model to deliver such 
propaganda in person. 
Home called (ray NY 


Rogers and asked permission to bring 


{merit an 


to their offices “a beautiful blonde 


New York professional model” to 
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hand out this latest of the magazine’s 
promotion devices. The agency 


quickly consented, and indicated that 


its high execs would be on hand to 
greet this lovely blonde with open 
arms. 

On Monday, April 24, beautiful 
blonde Pamela Beltz, an accredited 
member of the professional model 
cuilds and unions in New York, made 


her way to Philadelphia, accompanied 
by a publicity rep of American 
Home. two photographers, and a 
nurse. Pamela is four-and-a-half years 
old. 

She came into the agency's execu- 
tive offices carrying the giant-sized 
paper popsicle, and a freezer box of 
Good Humor frozen chocolate pops 
for the staff. Gray & Rogers is re- 
ported to have taken the joke in 
stride and with great glee. 

The popsicle promotion piece was 
designed by Mel Richman, Inc., of 
Bala-Cynwyd, Pa.., 
with American Home in the prepara- 
tion of their dimensional direct mail 
pieces and magazine inserts. For a 
complete story on these unusual pro- 
motions, see your June, 1960, issue of 
Direct Mail. e 


GOOD WRITING 


“Capsuled Comments” is the name 
of a syndicated newsletter published 
by Cambridge Associates, 163 New- 
bury St., Boston, Mass. Many busi- 
ness organizations use this prepared 
rather than tackle the 
production of their own. Each issue 
contains on the front page a timely 
editorial. 

We liked a recent one entitled 
“Mirror, Mirror on the Wall.” 


Ww ho works closely 


newsletter 


The Story is told of an overbearing 
landowner who asked an aged and bent 
tenant farmer: “Why don’t vou hold you: 
head up as I do? I bow before neither 
man nor God.” 

The farmer nodded at a field of oats 
nearby. “Do you see those heads of grain? 
And do you notice how the well-filled 


heads bow low? Only the empty one stand 
upright, sir.” 

Arrogance has no place in business. Nor 
have the venial sins of vanity and rude- 
ness and bravado. Kindness, humility, seren- 
ity are as essential to business success as 
they are to human happiness, for the only 
real success is happiness. 


Fortunately, it is the nature of business 
to bring men in competition with each 
other, so that the arrogant man must in- 
evitably find himself at the mercy of 
someone more arrogant, the puffed-up man 
must sooner or later be punctured and 
neither will ever achieve success. Only a 
head bowed with wisdom and humility can 
long escape the scythe of public judg- 
ment. 


TRADE PAPER ADS 
VERSUS DIRECT MAIL 


The following item appeared in a 
recent issue of “Briefs from Biiage” 
a monthly newsletter published by 
Paul Bringe, 225 E. Michigan St., 
Milwaukee 2, Wisconsin, (well known 
to Direct Mail readers). But see our 
final additional note. 


Some years ago | tested the order pull 
ing power of trade book ads by running 
an ad with prices asking for an order, 
and then using the same ad as a self 
mailer sent to the readers of the same 
publication. The mail pulled 13. times 
more orders than the ad. 


Tried the same thing in the fram field 
with almost identical results. Now a client 
has run a similar test in the industrial field 
and produced a ration of 18 to 1 favoring 
mail. This is something to remember when 
a space salesman tells you how expensive 
direct mail is in relation to space in his 
book. And another consideration is what 
happens to overhead when you have 18 
orders where you had one before. 


We think Paul would admit that 
sometimes these competitive tests are 
not positively reliable. What would 
happen if you did not run the adver- 
tising in the trade papers, but sent 
the page ad as a self-mailer? The 
advertisement appearing in the trade 
papers may have built up a favorable 
impression and the direct mail piece 
stimulated the action. We've always 
believed that direct mail and trade 
paper advertising should work to- 
gether. 


NCMLB ACTS UP 

Mailing list thespians debuted at 
annual luncheon of National Council 
of Mailing List Brokers at Top Of 
The Sixes in New York recently. 
Under direction of Ted Hirsch, Peo- 
ple and Places, Eileen and Brian 
Bennett, Jim Mosely and _ Dick 
Buehrer dramatized the existing life 
of an average American family in the 
satire, My Mail Order Day. The 
production was acclaimed a success 
by the blue chip list of 
present. (¢ ued Page 36) 


mailers 
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But not with st ‘angers 


You can put your feet up with panion for your written thoughts? between you and those who receive 
friends and be utterly yourself! But If you aren’t certain, see samples your letters 

with the strangers, or business ac- of Howarp Bonp—the letterhead Many paper merchants and print- 
paper specifically made for business ers will be pleased to show you sam- 


quaintances to whom you write, 
ples. Why not have your secretary 


such informality isn’t sound correspondence of high character. In 
Are you sure your letterhead de- whiteness, strength, feel, and crackle locate one today 

sign says what you want it to say and in the way it sets off your  - -# 

about you? Are you sure the letter- letterhead and letters—-Howarp ALL HOWARD PAPERS are quality 


head paper you use is a proper com- is a Bond that improves the bond controlled by ‘Ray 


HOWARD PAPER MILLS, DIVISION OF \/St.Regis + URBANA, OHIO 


Bond 


“*The Nation’s Business Paper”’ 
Companion Lines: Howard Ledger * Mimeograph Duplicator + Posting Ledger + Du-All 





Presenting Lealand Gustavson, prize-winner, noted 


national magazine illustrator, exhibitor in the American 


ID 1IsScove ries in Water Color Society, among many others. In this vivid 


water color, Mr. Gustavson describes an interesting and 


: unusual interlude of inactivity behind the Big Top. 
America I} Art Here it is, with bright colors and subtle tones, wonderfully 


reproduced on Maxwell Offset. Be certain of “prize-winning” 
color work of your own. Your success demands it... 


Maxwell Offset assures it. 


’ 


All Howard Papers quality controlled by Accuprag Printed on Maxwell Offset — Basis 80 —Camberra Finish 


HOWARD PAPER MILLS, IN¢ - aper Company © Subsidiary of @sSeRegis + Franklin, Ohio 





GOING OVER 


THE JOB 


This poignant vignette about the trials and tribulations of an artist has been 
adapted from IMAGE, the house magazine of Mel Richman Inc., Bala Cynwyd, 
Pennsylvania. Whether you're a supplier or you are supplied, we think you'll 
get a chuckle out of this satirical commentary on “panic button” jobs and the 
people who create them. Jack Weaver, editor of IMAGE, wrote the copy. 


i. 





Ray H is resp 


Not only does a Contact Man have to make 
contact with art markets, but, upon bringing 
assignments back to the studio, he has to 
make contact with the artist. While this 


mysterious—indeed, almost inconceivable 
act is performed daily at Mel Richman, Inc., 
just for fun, let’s look in on how it might 


have been done had we been a studio back 
in 1851. The occasion: a Contact Man (let’s 
call him Charlie) has brought back a job 
for one of our illustrators, namely Emanuel 
Leutze. 


“Hi Manny, whatcha workin’ on, 
Baby?” 

“Oh, hi Charlie. Eh, I’ve got these 
horseshoe renderings to get out for 
House & Barn.” 

“Set it aside, pal, I’ve gotta juicy 
one here! Full color!” 

“Full color. Golly!” 

“Well, we have to do it in four 
flats on acetate but the black plate 
can be halftone.” 

— 

“It’s a promotion gimmick. Catch 
this crazy copy: ‘Cross over to Bar- 
gains.’ It’s for the Amalgamated 
Jersey Retailers.” 

“I don’t get the sketch. What is it, 
a boat?” 

“Manny, Baby, join the party! It’s 
Washington crossin’ the Delaware.” 

“George Washington?” 

“Yeah, ain’t that a bomb! This cat 
over at Jersey Reet, Jerry Sherman, 
thinks this stuff up.” 

“What's he selling?” 

“It’s a pitch to get the Pennsyl- 
vania consumer to spend his dough 
in Jersey. ‘Cross Over to Bargains’— 
Washington crossin’ the Delaware. 
Admit it, Manny, it’s a real ice- 
cutter.” 

“Where do I come in?” 

“Where do you come in? You're 
the guy they want to paint this blast. 
They’re gonna use it in a direct- 
mailer. Manny, listen to this—they’re 
gonna die-cut George so that when 
you open the fold he pops out of the 
boat and...” 

“Hold it, Charlie. I refuse to paint 
a picture of the father of our country 
if they’re going to die-cut it out.” 

“Why? The money’s here.” 
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ible for the drawing and captions. 


“There’s something immoral about 
die-cutting an illustration.” 

“Cripes, Manny, forget it then. I'll 
talk Sherman into a shadow box or 
somethin’! But I need this by Mon- 
day.” 

“Are you nuts? Today’s Friday. 
I can’t do it!” 

“Why rot? You got the whole 
week-end.” 

“Did Sherman send over any 
scrap? I don’t even know what Wash- 
ington looks like.” 

“He looks like everybody’s Aunt 
Mabel.” 

“But there’s thirty figures and four 
boats in this sketch. I'll need Satur- 
day just for the Polaroids. Monday’s 
out, Charlie?” 

“Manny, it’s not me. I’d give you 
til Wednesday, even Thursday, but 
Sherman wants to take it to a client 
luncheon on Monday.” 

“Well, tell Sherman he’s up the 
Delaware without a paddle because 
it’s physically impossible to do it by 
Monday. What’s this stuff around the 
bottom of the boat?” 

“Ice.” 

“Ice?” 

“Yeah, ice. It was winter, remem- 
ber.” 

“I can’t do ice.” 

“Aw, quit it, Manny. I’ve seen you 
do ice.” 

“Ice cubes, yes. Not river ice that 
floats.” 

“Okay, let Raisner do the ice. How 
about the flag? Can you handle the 
flag?” 

“Dec Art ought to do the flag. 
They got stars already made out of 
art gum. Charlie, Monday’s impos- 
sible.” 

“Well, i hate to call Sherman be- 
cause I told him Monday for sure. 
Originally, he wanted it Sunday after 
church.” 

“Try to get Tuesday midnight.” 

“Okay, I'll call him, but I know 
what he'll say.” 

“And when you talk to him ask 
him if he’s sure he has this boat 
going the right way.” 
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“What difference make 
which way?” 

“Washington’s supposed to be row- 
ing to Jersey, isn’t he? Well, the 
sketch looks like he’s rowing to the 
left . . . back to Pennsylvania.” 

“You're being temperamental.” 

“I’m not being temperamental!” 

“They can always flop it, Manny. 
You know that.” 

“Please check him anyway, will 
you, Charlie?” 

Ten minutes later: 

“Manny, | just talked to Sherman 
and you can have ‘til Tuesday mid- 
night, but follow his sketch out the 
window. And Manny, one other thing, 
paint this one on Whatman board, 
will you. Sherman says the engravers 
have been having one helluva time 
with that Japanese toilet paper you’ve 
been using.” e 


does it 








SAVING TIME 


Chere’s a three-hour difference in 
time between the Eastern Coast and 
the Western. So far, our fastest mail- 
carrying jets have not been able to 
overcome that time lapse. But there 
are over 700 companies in metro- 
politan Los Angeles that have gained 
more than that time lapse in the 
handling of their mail, both incom- 
ing and outbound. 

Those companies, financial, food, 
direct mail and heavy industries 
(four advertising agencies) to men- 
tion a few, all within a 25 mile radius 
of Los Angeles, have their lock-box 
mail distributed before the staff re- 
ports each morning. And on the West 
Coast, especially in financial circles, 
the staff reports at 8 a.m. Stock 
brokers offices open at 7 (10 EST). 

This time-saver, and it runs into 
a huge figure, is the brain child of 
a former postal clerk in the Terminal 
Annex of the Los Angeles Post Office, 
Matt Desmond. 

In 1939, Matt Desmond learned 
that $1800 a year was not going to 
maintain his rapidly growing family 
(he had six children) even as mod- 
erate as were their demands. During 
the long hours of the night shift he 
pondered on ways to find a human 
need and fill it and thus fill his fam- 
ily needs. The greenest grass he could 
see was on his own side of the fence, 
not over it. So he developed a serv- 
ice supplementing the postal service, 
one he was conversant with and also 
one where he could retain his clerk- 
ship and income. 

So with a battered cut-down 1935 
Ford he started delivering lock-box 
mail to one of the largest meat pack- 
ers branch and to pick up outbound 
mail at the close of the business 
day. That boosted his income 1624% 
every month. The branch manager, 
with his mail in the office before 
breakfast, was able to make deliveries 
before noon. Better yet. his salesmen, 
with their mail awaiting them, were 
out on the territory hours ahead of 
the competition. The branch climbed 
to top consideration with the home 
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IS THEIR 
BUSINESS 


by Herb Stephens 


office by its prompt replies and mail 
due mainly to the pickup service. 
Outbound mail was in Terminal An- 
nex and on plane or train hours 
ahead of the customary pickup. 

The meat man was so proud of his 
time-saving that he suggested other 
customers, or clients we should say. 
Desmond was not only bonded in his 
government job but in his new busi- 
ness as well, so he was given keys 
to the plant, as today in many cases. 
Still retaining his night job and office 
in his home, Desmond had 35 ac- 
counts by 1943. Lizzie, the faithful, 
was becoming too tired and small 
to handle the load so he purchased 
his first panel truck and hired two 
part-time co-workers. Today most of 
his 55 drivers on 20 trucks are on 
a part-time basis as his service calls 
for a split shift staff. The first shift, 
on at 5:30 a.m. and often earlier, 
is through at 8:30 a.m. about the 
time the postal delivery men are start- 
ing on their rounds. The second shift, 
a full time, takes over until six or 
later. The night shift runs from 3:30 
p.m. to 6:30 and later during the 
Christmas season and other seasonal 
All of the 65 employees 
have postal experience, are bonded, 
and the trucks are insured against 
every possible contingency. Thus they 
can also handle registered mail and 
insured parcel post, “our biggest 
time-saver and worry,” one client 


occasions. 


says. 

The widely scattered offices and 
plants in a 25 mile radius around 
Los Angeles puts lots of mileage 


Right, a Desmond driver makes 
an early morning delivery to 
one of the company’s 

700 customers. 


on the trucks, 1500 miles per day. 
Desmond’s headquarters are nearby 
the Terminal Annex. They handle 
as high as 40 to 50 sacks of mail 
daily during seasonal rushes for one 
mail order customer. 

Obviously this service has the co- 
operation of the postal authorities. 
It reduces the carrier load to Des- 
mond’s customers, though he handles 
naught but lock box mail inbound, 
all classes outbound. His system 
makes for faster handling in sorting 
and sacking. His trucks, often hours 
ahead of the customary pick up mail 
trucks, help to level off the peak 
load period for Terminal outbound 
mail. 

Living up to the Post Office precepts, 
“Neither rain nor shall stay 
these messengers in their appointed 
task.” Desmond once had to “swim” 
to a water-bound truck. Stuck in an 
underpass with water to the floor 
boards the truck carried a full load. 
lhey moved the mail sacks atop the 
truck, secured a tow, and delayed 
deliveries but an hour. However, it 
cost a new engine. The silt ruined it. 

Desmond has salesmen whose sales 
points are that they can save the 
prospect at least half of what it would 
cost to send an employee to pick up 
and deliver mail. Then, too, the one 
most often delegated such tasks is 
the latest of hired employees and 
whose reliability has not been tested. 

All Desmond employees are postal 
trained and bonded, so why take the 
risk? 

Service charges range from $15 
to $1000 plus per month based on 
the amount of mail and service de- 
manded. 

Matt Desmond, as sagacious as 
ever, estimates that when Desmond 
Mail Service is 30 years old, it will 
be grossing $1,000,000 a year and 
is well on his way. He attributes 
the success of his company to having 
found a need, developed it and per- 
forms a time and money saving 
service for his clients. Ideally, in 
any service business, each employee 
is a salesman and in Desmond’s case, 
they really are, including the boss. e 
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THIS PROBLEM OF ETHICS 
by Henry Hoke, Sr. 


This problem of ethics seems to 
he getting more attention from re- 
sponsible advertising people than ever 
before. One recent development is 
important. For some time past, the 
American Association of Advertising 
Agencies and the Association of Na- 
tional Advertisers what 
they term “Interchange of Opinion 
on Qbjectionable Advertising.” A 
joint Committee for Improvement of 
Advertising Content has as its mem- 
bership ten anonymous agencymen 
and ten equally anonymous national 
advertisers. 


conducted 


When any member of either asso- 
ciation hears or sees print or time 
advertising deemed objectionable, he 
is supposed to send proof or verbal 
details to the secretary of the ANA- 
{AAA committee, c/o 420 Lexington 
Ave., New York 17, N. Y. The details 
of the complaint are then sent to 
the 10-10 committee, Each individual 
is required to vote. If the majority 
votes that complaint is justified, a 
formal complaint is then sent to the 
advertiser and the placing agency 
without revealing names of individ- 
uals who filed or voted for complaint 
The cases are not publicized, but 
we understand the system has suc- 
ceeded in correcting many situations 
where there are charges of false or 
misleading statements, misrepresenta- 
tion, suggestions offensive to public 
decency, distorted claims, incompe 
tent or untrue testimonials, etc. The 
theory behind all this is . . . that 
an advertiser will not long continue 
offensive practices if he knows that 


responsible leaders in advertising 


have voted overwhelmingly against 
his practices, 
We understand the ANA-AAAA 


committee has now voted to offer to 
all advertising media the opportunity 
to register complaints to be processed 
in the committee’s Interchange of 
Opinion on Objectionable Advertis- 
ing. Invitations have been issued to 
the executive heads of all national 
media associations, offering copies of 
a new four-page folder describing 
the Interchange (which can be sent 
to members). If you who read this 
report have not received a copy, we 
suggest you contact your own asso 
ciation for one, or write to the ANA- 
AAAA Committee at 420 Lexington 
Ave., New York 17, N. Y. and ask 
for folder, “How You Can Help Stop 
Advertising Deemed Objectionable.” 


It is a fine effort 
into the roots of the diseases which 


digs deep 
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caused the serious charges of the 
past few years We should all be will- 
ing to help. But there are several 
limitations or weaknesses. 

The Interchange of Opinion idea 
cannot apply to cases of illegality. 
Those must still be handled by o1 
referred to the postal inspectors, the 
lederal Trade Commission or othe 
federal or state authorities. 

I'he Interchange idea applies pri- 
marily and nearly exclusively to cases 
involving national advertisers and 
their agencies. It cannot process local 


cases or where an agency is not in- 
volved. Therefore, we are glad to 











Your catal 


well w 





mailing them 


Jesigned t 


see that local advertising clubs, mem- 
bers of the Advertising Federation 
of America, are stepping in to form 
their own drive for better ethics. The 
Minneapolis Advertising Club is cir- 
culating to all local advertisers a 
vood-looking wall placard containing 
its own “Truth in Advertising Code.” 
lhe covering letter states, “By pro- 
moting and policing our own high 
ethical standards we will maintain 
our business freedom unrestricted by 
further legislative controls.” If you 
would like to see a copy of their 
code, write to Ray Foley, chairman 
of Savage Ethics Committee, Minne 
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apolis Advertising Club, c/o Pidgeon 
Savage Lewis Inc., Builders Exchange 
Building, Minneapolis 2, Minnesota. 

Atlanta, Georgia is busy too on 
the ethics problem . . . spearheaded 
now by Ad Club Secretary Jess Rob- 
erts, who originated the DMAA Code 
of Ethics, 

The Tampa, Florida Ad Club re- 
cently published a report of its first 
year of promoting ethics activity. 
One hundred and two (102) com- 
plaints were processed by personal 
approach to offending firms. Largest 
offenders were in the automobile, 
auto accessory and home appliance 
fields (more than half the total). In 
most of the cases processed, adver- 
lisers agreed to change their tactics, 
or media agreed to refuse the objec- 
tionable advertising. Only three cases 
were referred to the Federal Trade 
Commission . . . and of these so far 
two have been formally charged by 
the FTC. 

Other cities have been active but 
we do not have detailed reports. At 
least it is being demonstrated that 
aggressive, responsible action by ad- 
vertising clubs (not witch-hunting) 
works on a local level with Better 
Business Bureaus, media groups and 
law enforcement agencies, can stamp 
out the dubious business tactics which 
have caused the noisy criticism of 
advertising. Aided by the ANA- 
AAAA Interchange . . . the picture 
for better advertising looks bright. 


Of course, some of this activity 
will help the direct mail picture . . . 
but most of the attention will be 
focused on newspaper, magazine, 
radio, television and outdoor adver- 
tising . . . the media in public view. 
We, concerned with direct mail, have 
a different problem. Direct mail is 
not “in public view.” It is secretive. 
Perhaps that is why the crooks have 
flocked to it. They think they can 
get away with their shady schemes 
because no one in authority will see 
their individually addressed appeals 
in the mail. Eventually they are 
caught . but cause trouble to the 
entire medium while they are oper- 
ating. 

The direct mail field needs a more 
alert and aggressive approach for 
good ethics than all the other asso- 
ciations and media combined. Con- 
stant inspection of the mail coming 
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to us and our friends . . . constant 
reporting of bad mail to Better Busi- 
ness Bureaus and postal officials; 
constant publicity against the offend- 
ers. In the meantime, we can all 
cooperate with the ANA-AAAA and 
local advertising club projects and 
wish them well. 

This magazine was for many years 
a lone wolf in the wilderness crying 
for action against those who violated 
good ethics in advertising . . . warn- 
ing that if abuses were not stopped 
we would have laws or regulations 
against advertising or threats of 
such. So it’s a great relief to us to 
hear the many howls from all over 
the wilderness. The whole advertising 
fraternity seems to have at last 
accepted the basic truth that their 
freedom or right to advertise involves 
also their responsibility to advertise 
responsibly. ¢ 





WHAT NONSENSE 


A writer, telling music store dealers 
how they could increase guitar sales, 
wrote the following in a recent issue 
of a trade magazine beamed at music 
store owners. 


Your window will do a tremendous job 
of attracting customers that travel by your 
store. But you want to do the best pos- 
sible job so you ought to consider mail 
order. It doesn’t have to be an elaborate 
piece, but use a little imagination and 
above all it should be tasteful. Best bet is 
to locate a new advertising agency which 
might be hungry for business and talk to 
them. They may be able to do wonders 
for you, since the guitar artistically lends 
itself to unusual possibilities. But make 
sure you are agreed on the price for not 
only designing the folder but for printing. 

What do you use for a mailing list? Well, 
as mentioned before, nearly every person 
is a potential customer, so just about 
every place you can secure a list of names 
in your area is bound to be good. Use 
your clubs, fraternal organizations, old and 
new prospect lists, just about everything. 


No comment. e 


ELEVEN CATS 


Reporter's Note: The following item appeared 
in “Communicating in Business” a human 
relations newsletter published by Howard 
Dana Shaw of the Institute of Management 
Services, West Chester, Pa. The advice is 
worth remembering. Think of your words in 
terms of what they mean to your listener, 
not what they mean to you. 


“Big words are for the birds,” de- 
clares the headline of a recent edi- 
torial in a prominent advertising 
journal. It’s an old familiar refrain, 
but the only trouble is—we’ve said 
it before and we'll say it again— 
LITTLE WORDS HAVE MORE 
MEANINGS THAN BIG WORDS. 


Not long ago in a class of engineers 
studying technical report writing, 
someone brought up the word “cat.” 
They found ten different meanings 
(besides the animal) that were listed 
in an abridged dictionary. 

Cat means a caterpillar tractor, the 
overhead wire on a railroad, two 
kinds of boat, the rig that hoists the 
anchor, two games, a gasoline refin- 
ing process, a kind of woman, and 
a devotee of beatnik music. 

Many short words have forty or 
fifty meanings in the dictionary. This 
is hardly a warning to avoid one- 
syllable words; many of them are 
picturesque and effective. The warn- 
ing is this: 

Think of your words in terms of 
what they mean to your listener, not 
what they mean to you. e 


ENGLISH AIN’T WHAT 
IT USED TO BE 
An interesting article with the 


above title appeared in the Spring, 
1961 Issue of Allied Youth. The 


article discussed the historical back- 
ground of the teaching of English 
. . . how the old grey grammar book 
is outdated by its simplicity. These 
quotes are worth repeating. 


Like everything else in education, the 
English curriculum is changing and in 
the process has become “watered down.” 
One state buletin, for instance, lists among 
“English” courses a tenth grade unit on 
“Getting along with Others—Pleasing Per- 
sonality.” With the great number and 
variety of courses offered in high schools, 
each attempting to gear itself to individual 
abilities, “English,” at least to a degree, 
is what English teachers teach. If you 
are lucky enough to be placed under a 
talented teacher, then you've struck it 
rich in the English department. 

But don’t blame your teachers, nor your 
parents, nor your gang. Don't tell em- 
ployees who complain about your poor 
spelling and grammar that “English ain’t 
what she used to be and probably will 
never be again,” and then go on your 
satisfied way. Ask the Romans “Why not?” 
and they'll give you one short answer: 
“Communicate,” comes from a Latin word 
meaning “to share.” The way you handle 
your words in speaking and writing is 
the key to how successfully you can share 
your thoughts, your feelings, and your life 
with others. 


Two women from the U.S. were traveling 
in Canada—when the train made a lengthy 
stop at a station. They got out to walk 
around. One went to a man on the plat- 
form and asked, “What place is this?” 

“Saskatoon, Saskatchewan,” the man 
replied. 

The woman said to her companion, 
“Isn't that delightful? He doesn’t speak 
English.” 

From: Callow-Beare’s Newsletter (office 
supplies, printing 51 Wolseley Street, To- 
ronto, Ont. 
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REPORTER REPRINTS 
Reprints of Fact-Filled and Idea-Stimulating articles 
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1 49 WAYS DIRECT MAIL CAN BE PUT TO 


WORK IN YOUR BUSINESS. A check list. Find 
out how many of the 49 ways you can use in your 
business 


HOW IMPORTANT IS GOOD LETTERHEAD 
DESIGN ? Let Joseph Koelbel of R.O.H. Hill, Inc., 
New York tell you how to improve your letterhead 

25¢ 


HOW AN EXCLUSIVE RETAIL SHOP USES 
DIRECT MAIL SUCCESSFULLY. Gives a com- 
plete direct mail program used by Lynn’s Ap- 
parel Shop. Can be adapted to other retail stores 

25« 


SOME PLAIN THINKING ABOUT DIRECT 
MAIL. Four formulas on how to make your direct 
mail better. An outline for thinking 


ADVERTISING MANAGER submitted budget to 
new president who slashed direct mail from pro- 
gram. Problem: How to convince management 
that direct mail must stay to achieve maximum 
promotional impact. Brainstorming produced 58 
excellent answers.......... ; 


NEWSLETTERS SEEM TO BE TODAY’S 
MAGIC FORMAT. Most successful one so far is 
Emery Air Freight’s. Tell-all case history gives 
methods, results, copy cues 25« 


CAN YOU MEASURE DIRECT MAIL beyond 
usual method of counting reply cards? Yes... 
through readership studies. Leonard Raymond re- 
ports on 5 studies giving results and illustrated 
material 


THIRTEEN READY MADE LETTERS FOR FI- 
NANCIAL SALES SUCCESS. Ferd Nauheim 
presents 13 different letters for selling securities 
and explains how and why they should be used 

50¢ 


FUND RAISER TELLS .. . how he keeps a 100% 
corrected mailing list. System can apply to any 
business and will help you maintain contact with 
valued ex-customers 





INDUSTRIAL DIRECT MAIL. Bob Delay shows 
results of 4 direct mail programs for clients, plus 
readership results of each. Mailings illustrated 

25¢ 


CHECKLIST FOR SELLING. A 50 step method 
used by Old American Insurance for making sure 
(ahead of time) that their direct mail package is 
complete and well designed. It’ll help you pre- 
judge your direct mail 25¢ 


HOW GOOD ARE RETAIL MO CATALOGS? 
Lester Harrison tackles the subjects with figures, 
common sense and reasons why. You’ll learn why 
top retailers consider this department essential 
to profits occeee 


HOW A MECHANIZED PUNCH CARD SYS- 
TEM CAN HELP FUND RAISING BY MAIL. 
Basic information if you are faced with problems 
of volume addressing, tabulation, record keeping 
and follow up 25¢ 


HOW CUSTOMIZED DIRECT MAIL HELPED 
DOUBLE DALE CARNEGIE ENROLLMENTS 
IN THREE SHORT YEARS. Tells how to win 
prospects and influence specific market groups. 
Letters given , 25¢ 


AN UNUSUAL SALES PROMOTION SERVICE. 
KGA’s (NYC advertising agency) story about Ta- 
lon and Crown Cork campaigns. Pieces illustrated. 
Gives well planned sales promotion and merchan- 
dising programs. 8 pages of helpful a 


HOW DO WE GET THERE FROM HERE? Whit 
Hobbs, copy chief, BBD&O, N.Y. thinks there are 
six things wrong with the advertising business 
and tells what he’d like to do about it. Enjoyable 
reading 25¢ 


SIMPLE LETTER CAMPAIGN TO WIVES 
SELLS HEATERS. Knipco campaign puts fire 
under hubby and dollars into the Christmas fund. 
Tells how 86 wives sold 600 dealers on ae 
Portable Heaters 5¢ 


MAIL ORDER STRATEGY: An idea-packed man- 
ual of personal interviews conducted by Lewis 


Kleid. 22 mail order experts answer a 600 ’ 
questions. Their “how we do it” advice will help 
you plan your own successful mail order stratls 


Please Turn Over 
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HENRY HOKE LIBRARY 


Can be purchased separately or in a complete 
package enclosed in an attractive green Case 
Binder for your desk or library shelf. 





, 


13 DOGS THAT CLIMB TREES: A personal adven- 
ture story, telling how one man (Henry Hoke) 
undertook the job of learning through trial and 
error the fundamentals of direct mail advertising 

$1.00 


HOW TO GET THE RIGHT START IN DIRECT 
ADVERTISING BY HARRIE BELL: This is the 
best textbook or outline available for training 
beginners in direct mail ABC’s...... —e 


HOW TO TYINK ABOUT DIRECT MAIL: In 


five easy to vead sections, it gives the basic essen- 


tials for the successful use of direct mail... . $1.00 


HOW TO THINK ABOUT LETTERS BY HOW- 
ARD DANA SHAW:A reprint of thirteen thought 
provoking articles by the Philadelphia letter writ- 
ing expert sui 


HOW TO THINK ABOUT READERSHIP OF 
DIRECT MAIL: What is a normal result percent- 
age from direct mail? Ranges from zero plus to 
100 minus , 


HOW DIRECT MAIL SOLVES MANAGEMENT 
PROBLEMS: Direct mail isn’t worth considering 
unless it actually solves for you a specific man- 
agement, promotion, publicity or sales problem 

$1.00 
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[) Send me your quantity price sheet. 


189 HOW TO THINK ABOUT SHOWMANSHIP IN 


DIRECT MAIL: This study has helped many peo- 
ple to do a better job with their direct mail, 
whether it be simple or elaborate $2.00 


20 HOW TO THINK ABOUT MAIL ORDER: This 


23 


important study explains exactly what “mail 
order” is. It gives the opinions of a score of com- 
petent experts in the field . . . attempting to de- 
fine “the real secret of success” 


HOW TO THINK ABOUT PRODUCTION AND 
MAILING: Contains an outline for training pro- 
duction and mailing supervisors. A 16-page sup- 
plement included free on list building, buying, 
renting and maintenance.... ae $1.00 


HOW TO THINK ABOUT INDUSTRIAL DI- 
RECT MAIL: Months of surveying uncovered the 
theories, opinions and case histories of hundreds 
of practitioners in industrial advertising. . .$ 2.00 


1 complete set of above ten direct mail books 
packed in Library Case Binder at......... .$12.50 


] I've checked items wanted above and am enclosing check 


In payment. 


The Reporter of Direct Mail Advertising 
224-7th Street, Garden City, N. Y. 
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I SAVE TWO KINDS of sales letters — the very good and 
the very bad. These are the only kind that can teach 
us anything. 

The letter from Threaded Nails. Inc.. has been on my 
desk for a long time. It must be classified as a bad letter 
on many counts. It is mimeographed on cheap paper and 
the reproduction is not very good. It has no salutation, 
sales lead heading or other opening statement to make 
it look like a letter. As it stands it is similar to a bulletin 
and so loses the personal appeal it should have. 

Now read the letter. You won't discover why the write 
sent it until the end of the fourth paragraph. What he is 
after is some publicity in the reader’s publication. He 
should know that editors are busy people and cannot be 
expected to write publicity material—it should be sup 
plied to them complete, ready for editing and printing. 
Anything less won't generate much enthusiasm. 

This letter included a sample nail, but you won't learn 
what it is there for until you get to the P.S. This is all 
wrong. Most any sample in a letter will get attention 
before the letter is read—-so the place to talk about it is 
in the first sentence to catch the reader while he is still 
interested. To do anything else is to waste the attention 
value of the sample. 


The writer’s idea is a good one to induce industry 


After 
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t inquiries and requests for technical assistance 
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publications to print editorial matter on special nails he 
manufactures. With such a product the editorial method 
is probably the most effective and lowest cost way of 
finding prospects. 

But, if we expect an editor to print our material, we've 
got to give him something worth printing. This could take 
the form of an article covering the history of nails, illus- 
trating some of the thousands of different types, with the 
concluding portion of it dealing specifically with the 
nailing problems of the industry concerned. 

This means research and rewriting a portion of the 
article for each publication in which it will appear. A lot 
of work? Yes, but not out of line with the value of a two- 
page story going to 10,000 readers in a particular indus- 
try. Any wide-awake sales manager would jump at the 
opportunity to tell his story under such favorable con- 
ditions. 

Because there are relatively few publications involved. 
the letter should be hand typed and refer to the particular 
publication. The rewrite uses the sample nail to gain 
attention though the letter probably would not need it 
to get a response. Editors of industrial publications are 
always looking for good material of interest to their 
readers and should respond quickly to a request such 
as this. e 
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23,000 HIGH SCHOOLS — 

Names and addresses on addressograph plates 
Available for addressing your direct-mail 
promotions. 

For complete details, write, wire or phone. . . 

SPECIAL CORRESPONDENTS, INC 
230 East Ohio Street 
Chicago 11, Illinois DElawore 7-1065 
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WHO’S GOT THE 
HOTTEST ONE? 


Frankly, we're not 100% sure. But 
think we have . . . the best list in the 
country of direct mail users. The list 
now totals 38,000 plus, is filed geo- 
alpha in three sections active 
subscribers, expires and prospects. 
All names available on a rental basis 


only, preferably through your list 


broker 


lhe list has done well for book pub- 
lishers, equipment manufacturers, 
specialty printers. Should do well for 
anyone with an idea, product or ser- 
vice for the most promotion minded 
executives in America. Send for spe- 
cific counts, rental rates, business 
breakdown and mailing dates avail- 
able. Drop a note to Muriel Cole- 
man, Direct Mail, 224 7th Street, 


Garden City, L. L., New York. 
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NCMLB « 

ers’ Advisory Committee, reported on 
recent discussions of problems re- 
better mail order list in- 
John Shimek of McCall 
Corporation, made the suggestion 
that list brokers take new 
in bringing creative ideas to mailers 
as well as basic information about 
the markets they offer. 

All in attendance were given a 
shopping bag full of goodies, typical 
of the wide variety of merchandise 
sold by mail in this country. This 
reporter couldn't help but think that 
this idea should be extended. Maybe 
we should collect one item of every- 
thing sold by mail in this country, 
pack them into a fleet of trailer 
trucks and park them in front of 
the capital building. This would be 
dramatic evidence of the vital role 
the postal system plays in maintain- 
ing and increasing our Gross National 
Product and its resultant influence 
on employment. Something dramatic 
needs doing to demonstrate the dan- 
ger of monkeying around with postal 
rates for the sake of siphoning off 
millions to pay government 


lating to 
formation. 


interest 


a few 
bills. e 


CLEVER COLOR AID 
AVAILABLE 

A color selector, which will graph- 
ically demonstrate to the advertiser 
the effects possible from one color 
printing on colored paper is now 
available from The Beckett Paper 
Company, Hamilton, Ohio. 

Called the Beckett Color Selector, 
this 6” x 9” portfolio contains 14 





different colored sheets of paper, in 
addition to seven sheets of acetate 
printed with identical copy in seven 
different colors of ink. Included in 
the copy on the sheets are a halftone 
of a photo of the Governor’s Palace 
in Williamsburg, Va., two paragraphs 
of type (one in reverse), and four 
blocks in 75%, 


various screens 
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50%, 25%, and 10%. 

By applying the acetate sheets to 
the colored swatches, the user sees 
how each of the seven different colors 
of ink looks on 14 different colors 
of paper, or 98 combinations in all. 

You can receive a free copy of this 
color selector by writing on your 
business letterhead to The Beckett 
Paper Company, Hamilton, Ohio. 


GIBSON EGGS ON 


DISTRIBUTORS 
Gibson Refrigerator Sales Corp. 


egged their distributors on to bigger 
and better sales during the Easter 
season with a plastic egg in a green 
cellophane The mailing an- 
nounced Gibson’s new room air con- 
ditioner through a rolled-up scroll 


nest. 


inside the egg. 
The mailing was highly successful 


so successful, says Gibson vp of 





dis- 


that 
tributors were writing and asking for 
details on the air conditioner before 
they were ready to mail the informa- 


advertising Dale Heinlen, 


tion out. “In several instances,” he 
told us, “one of the eggs arrived at 
a distributorship before the general 
mailing. We actually had distributors 
telephone us long distance to ask for 
their egg.” 
Needless to say, he pointed out, 
the air conditioner which Gibson in- 
troduced received a great deal of 
initial exposure from this mailing. 
Gibson, a subsidiary of the Hupp 
Corporation, is located at 515 West 
Williams Street, Greenville, Mich.e 


A little boy had gotten into the habit of 
saying “darn,” of which his mother nat- 
urally did not approve. 

“Dear,” she said to the boy, “here is 
a dime. It is yours if you will promise not 
to say ‘darn’ again.” 

“All right, Mother,” he said as he took 
the money, “I promise.” 

As he lovingly fingered the money a 
hopeful look came into his eyes, and he 
said: 

“Say Mother, I know a word that’s worth 
a dollar.” 

From: Parts Pups, published by Genuine 

Parts Co., 299 Piedmont Avenue, N. E., 

Atlanta, Ga. 


N ELEVENTH HOUR news item. 
4 Just as this issue is being 
put to bed, our Washington 
sources report that the House 
Post Office Committee in execu- 
tive session has voted to table the 
postal rate bill, HR 6148. This 
virtually eliminates any possibil- 
ity of a rate increase this year. 
Sources close to the situation in- 
dicate that the vote was 13-8. De- 
tails will be reported in the 
August “Postal Roundup.” 


* * * 

One argument against increase 
is May 17th bulletin of Associated 
Third Class Mail Users (100 Indiana 
Avenue, NW, Washington, D. C.) 
Figures obtained from ten large Post 
Offices show Bulk Third Class pieces 
during first quarter of 1960 compared 
with first quarter of 1961 (after in- 
crease to 244¢). All ten showed piece 
count down from 7.6% in Indian- 
apolis to as much as 28.6% in 
Topeka, Kansas. Congressman Lesin- 
ski is trying to get similar data from 
all of the 107 zoned cities. 


. * * 


Deputy Postmaster General William 
H. Brawley was featured speaker at 
Washington, D. C. Direct Mail Day 
on June Bill asked his direct mail 
friends to support the Department's 
requests for increase in Postage Rates 

. as a patriotic duty. Too bad Bill 
didn’t use same speech we reprinted 
in our November, 1959 Issue in which 
he advocated complete repayment to 
Post Office for all its free services. 


* + aa 


Good grief. Chicago Daily Tribune 
on May 12 printed a Guest Editorial 
from the Kankakee Journal . . . en- 
titled “Junk Mail.” Same old dis- 
torted bunk. Last paragraph a lulu. 
“So far as the rank and file postal 
workers are concerned, Third Class 
Mail causes all the deficits . . . and 
the backaches.” That is a deliberate 
falsehood. See Cost Ascertainment 
chart page 38 June Direct Mail. Sec- 
ond class mail (magazines and news- 
papers) pays only 2.286% of total 
P.O.D. revenue but accounts for 
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of total weight carried. Third 

Mail pays 13.2% of total 
revenue, but consists of only 10.9% 
of total weight. Yet the Tribune story 
emphasizes that postal carriers are 
“virtual dray horses, the Third Class 
Mail is so heavy.” 


* * a 


Some people are still using obsolete 
forms for their Business Replies. No 
longer necessary to specify whether 
envelope or card. Both should be 
labeled “Business Reply Mail.” Sec- 
tion 34.9 P. L. & R. also obsolete. 
But you must follow the forms rec- 
ommended. Don’t tamper with the 
horizontal lines on right hand side. 


If you mail to foreign countries, 
get new schedule of postage rates ef- 
fective July 1, 1961. Full details were 
in Postal Bulletin of June | (pages 
2 to 6). Post Office is issuing an 
eleven cent stamp for payment of new 
international surface mail rate. An- 
other stamp comes at 13¢ for inter- 
national air mail. Also available July 
1, new Aerogramme sheets at |1¢. 


i + * 


On July 1, 1961 a new regulation 
of the Universal Postal Union is sup- 
posed to go into effect. Concerns bulk 
commercial mailings from one coun- 
try to another. Subject under con- 
sideration since 1957. Imposition of 
the rule has been relaxed at last 
moment. A complicated mess. Would 
be difficult to police. Briefly . . . ruling 
would apply to mailings of more than 
10,000 commercial pieces from one 
country to another. Ceuntry of dis- 
patch must hold mailing until given 
proof that country of receipt had 
been (1) Notified of intention to 
mail and (2) had been paid full do- 
mestic rate of postage. That is, if you 
mailed from France to the United 
States you would be forced to 
pay both the French and U.S.A. 
postage. If you don’t like the seem- 
ingly inequitable idea address 
your complaints to Post Office Ofh- 
also to Departments of 
More details 


cials 
Commerce and State. 
later. e 


if you MAIL to EUROPE . . 


Consider the economy of having _ 

printing and — done on the Con- 

tinent. Newsweek, Reader's Digest and 

the New York Times have discovered 

the advantage. 

Write for information—no obligation 
Willemsparkweg 112 

DeMutator N. V. 


Amsterdam. Holland 
DESIGNED 

PLANNED 
PRICED 


FOR THE VOLUME MAILER! 


fe) 


CABOT-7_< LETTER 
<.. 


FORMERLY RESPONDA-LETTER 
The Letter With 
The Built-In Reply Form 


iw) lehe me. fe], lejdiel, 1. Gm -ti+) aL, is 
910 W. Van Buren St. MO 6-9878 Chicago 7, II 





JOIN THE CLUB 


This club doesn’t cost you a penny and gets 
you on no committees. It does give you a 
five-minute miniature convention each month 
when you read “Direct Mail Briefs from 
Bringe.’ 

You get a few ideas, read occasional blasts 
about the Fancy Dans of direct mail and 
hear about the joys and tribulations of 
other workers in the vineyard. 

You'll like it and it's free. Write today. 


Paul J. Bringe, Inc. 
221 E. Michigan St. 
Milwoeukee 2, Wisconsin 











10-DAY SHIPMENT 


STOCK CARBON-INTERLEAVED SNAPSETS 
Imprinted with company name 
Write for samples and prices on any of the 
following, or send for our 1961 catalog 
PURCHASE ORDER SET 
RECEIVING & REQ 


BILLS OF LADING 


INVOICE SETS 
5 onan —— FORMS 
STATEMEN WEEKLY EXPENSE 
VOUCHER CHECKS FORMS 
REQUEST FOR -) CORRESPONDENCE SET: 
QUOTATION W-2 TAX FORMS 
PURCHASE ORDER REGISTERS & REGISTER 
" FOLLOW-UP FORMS 


BUSINESS FORMS 


Designed for efficiency and economy 


Allwood P. O., Clifton, N. J 








Two-Day Institute 
For New Personnel 
Meets in September 

New YorK—This city’s newest ho- 
tel. The Summit, will be the scene of 
an unusual two-day training institute 
to be sponsored by DMAA. 

Scheduled for September 21 and 
22, the special program will be de- 
voted to the interests of personnel 
who are relatively new to and in 
experienced in the field of direct mail. 
It is being organized under the di- 
rection of DMAA’s Education Com- 
mittee, with Sam Wasserman of 
James Gray & Co. as co-ordinator. 
Characterized as “definitely not for 
old pros,” the meetings will be pre- 
ceded by the distribution of a specifi 
direct mail problem—well in advance 
of the session’s dates—to all regis- 
trants. They will be asked to work out 
their solutions before the institute 
their efforts will then be 
presented and discussed during the 


convenes: 


two-day meetings. 

\ registration fee of S70 per person 
has been set, to include two break- 
fasts, two luncheons and one dinnet 
meeting. in addition to the training 


Sessions, 


Atlanta Schedules 
its Direct Mail Day 


ATLANTA, Ga.—This community's 
Direct Mail Day will be held unde: 
the joint sponsorship of the Atlanta 
Advertising Club and DMAA. 

It is scheduled for November 10. 
and will take place at the Dinkler 
Hotel. 

DMAA has been asked to help or- 
ganize and sponsor the day-long ac- 
tivity 
direct mail club in Atlanta 

General chairman for the day is 
Lew Gordon, Grizzard Advertising 
Working with him on program details 
is Jess Roberts, secretary of the At- 
lanta Advertising Club. The program 
will be patterned after the one-day 
seminars which have been held by 
DMAA in other cities. 

Indications at this early date are 
that local and regional interest will 
serve to spark a day’s program of 
unusual interest and large attendance. 


because there is no existing 


Calendar of Events 
AUGUST 
1 New York, N. Y.—Closing date for 
‘61 D.M. Leaders Contest entries 
SEPTEMBER 
21-22 New York, N. Y¥.—Direct Mail 
Training Institute, Summit Hotel 
OCTOBER 
10-13. New York, N. Y. 
DMAA Convention, 
Hotel 


44th Annual 
Statler-Hilton 


NOVEMBER 
10 Atlanta, Ga. Direct Mail Day, 
Dinkler Hotel 
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230 Park Ave., New York 17, N. Y. 


MUrray Hill 9-4977 
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HANDSOME NEW AWARD — Pictured above is the new Golden Mailbox, to be awarded to 
the Number One prizewinner in the ‘61 Direct Mail Leaders’ Contest. Similar trophies, in 
silver and bronze, will go to the second and third place winners, respectively. Appropriate 
sentiments will be engraved on the plate shown to the right of the mailbox. 


Unique Presentations Will Feature Program 


Of Association’s 44th 


New YorK—A _ whole series of 
precedent breaking features is being 
planned for the program of DMAA’s 
Mth Annual Convention. Sessions will 
take place October 10 through 13 at 
the Statler-Hilton hotel here. 
Replacing the traditional opening 
keynote speech, the Convention will 
get under way with a new style “fan- 
at which three speakers will 
their views on over-all as- 


fare.” 
present 
pects of trends and developments in 
the area of direct mail. 

William Hesse. president of Benton 
& Bowles, and William Porter of the 
School of Journalism, University of 
lowa, will share the platform with a 
nationally known economist at this 


Annual Convention 


unique opening session. 

“New Design Techniques for Direct 
Mail” will feature a panel of some of 
the country’s leading art directors. 
\t press time, those who have so fat 
agreed to participate include: 

Suren Ermoyan. BBDO: Herbert 
Lubalin, Sudler & Hennessey: Patric 
Rowley, McCormick-Armstrong: Lou 
Dorfsman, Columbia Broadcasting 
System: Alice Moseley. McCann- 
Erickson: Hank Sauer, D’Arey Ad- 
vertising, and Robert Pliskin, Benton 
& Bowles. 

Another unusual program feature 
that is already arousing much atten- 
tion is a scheduled International Ses- 
sion. Outstanding advertising and di- 

(Continued on facing page) 
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Unusual Sessions 
Will Spark 44th 
Annual Convention 


(Continued from facing page) 

rect mail experts from several wide- 
spread corners of the earth will dis- 
cuss developments in the mail promo- 
tion field in their respective countries. 
Those so far definitely lined up to 
participate are: 

Jock Falkson, Lydney House, Jo- 
hannesburg, S. Africa; Shoji Enget- 
su, Soken Co. Ltd... Kyoto, Japan; 
and Marius Spruytenburg, De Muta- 
tor, Amsterdam, Netherlands. 

Although the traditional Wednes- 
day morning Awards Breakfast will 
take place as usual at this year’s Con- 
vention, some changes will be effected 
here, too. Winners of the three new 
mailbox awards will be announced at 
this time, as will the 25 Leaders and 
25 Honorable Mention winners. 

However, the top winners 
ients of the new gold, silver and 
bronze Mailbox Awards will be 
given an opportunity to make full 
slide presentations of their campaigns 
at a special Convention session re- 
served for that exclusive purpose. In 
previous years, the top award winner 
of the single Mailbox Award made his 
presentation directly at the breakfast 
session. 

It is felt by program officials that 
this new arrangement will permit a 
more complete presentation and dis- 
cussion of the winning campaigns. 

Several program features that have 
proved popular and valuable in pre- 


re ip- 


e “ic 


William R. Hesse 


vious years will be maintained at this 
year’s meetings. The traditional “Cir- 
cles of Information” will again be 
held, although this year a total of 
only 14 subjects will be analyzed 
and discussed. Guy Yolton, Nation’s 
Business, Washington, D.C., is cur 
rently organizing the “Circles of In- 
formation” session. 

Concurrent meetings on varied 
specialized aspects of direct mail will 
also be included in this year’s pro- 
gram as they have been in the past. 
Seven such groups will meet to dis- 
cuss special problems in industrial, 
mail order, retail, fund raising, fi 
nancial & insurance, consumer and 
circulation. 

An exciting program of top-notch 
professional entertainment is being 
put together for the evening of the 
annual banquet. Details will appear 
in these pages next month. 


CAPITAL MAN OF THE YEAR — Feature event of Direct Mail Day at Washington, D. C., June 1, 
was the presentation of the community’s Direct Mail Man of the Year Award to Jack 
Fauntleroy. Above (I. to r.) are Frank Katen, Robert F. Delay, Mr. Fauntleroy, Deputy Post- 
master General Brawley, Frank Ives, president of Washington MAC, and Mike Michelson. 
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William Porter 


General chairman for the 44th An- 
nual Convention is Angelo Venezian, 
vice-president of McGraw-Hill Pub- 
lishing Co. Nicholas Samstag, consul- 
tant, is chairman of the program com- 
mittee. 

As in other years, August | remains 
the deadline for submission of entries 
in the Direct Mail Leaders Contest. 
Direct mail creators are thus remind- 
ed that they have less than one month 
in which to forward their entries, 
accompanied by entry form and fee, 
to DMAA headquarters. 


Reports of 3 Seminars 
Available to Members 

New York—As part of its contin- 
uing service to its membership, 
DMAA now has available summary 
reports of the talks and discussions at 
three local seminars held in various 
parts of the country during recent 
months. 

The processed reports, any or all 
of which will be sent to any DMAA 
member without charge upon request 
to headquarters, cover these meetings: 

Circulation Seminar, held Febru- 
ary 28, in New York; 

Business Promotion Seminar, held 
March 28, in Chicago: 

Business Mail Seminar, held April 
18, in Kansas City. 





Attend your 
local 


Direct Mail 


Seminars 


they are organized 
and run to help 
you... 














Classified Advertising 


Rates $2.00 per line $1.50 Situation/Help Wanted Minimum 4 lines 








ADDRESSING PLATES 





Scriptomatic masters composed. Lowest cost; 
highest quolity; 100% accuracy. 10,000 or 
1,000,000. Fost service. Only approved Scripto- 
matic materials used. References. Economail 
Corp., 105 N. Laramie Ave., Chicago 44, Ill. 
Columbus 1-5667. 





SPEEDAUMAT—Embossed. Guaranteed 100% 
correct $35.00 per M. Fast delivery. The Ros- 
kam Co., 1905 West 43rd, Kansas City 3, 
Kans. TAlbot 2-1881. 





ADDRESSING SCRIPTOMATIC 





Scriptomatic Addressing on job or contract 
basis—cheaper than you can do it yourself. 
JEROME S. FINSTON 
Lynbrook, L.I., N.Y. 

LYnbrook 9-2705 





Scriptomatic Masters prepared — low cost — 
quality work — 100% correct. Typewriter 
addressing — practically ‘‘do-it-for-nothing” 
prices! Find out. The Roskam Co., 1905 West 
43rd, Kansas City, Kansas. TAlbot 2-188). 





ADDRESSING SCRIPTOMATIC 


LOWEST RATES for Scriptomatic addressing 

Only $3 per M your list. Only $10 M our 

rentals, including 20,000 schools, other lists. 
T & F News, Box 296, Los Altos, Calif. 





ADVERTISING AGENCIES 





Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service. 
Martin Advertising Agency, 15 £. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923 





BOOK OF PANELS 


ANTIQUE TYPE FOR OFFSET 
FOTO-FONTS NO. 4 — 16-page, 8x10'/2 in 
book contains 14 full fonts, including Tuscan 
Ornate, Ombree and Outline, Arboret, Klondike, 
Crayonette, Jim Crow, Chisel, log Cabin, etc 
Size range, 18 to 36 pt. Easy to set in precision 
alignment. Price complete, only $4.00 post 
paid. Many other low-priced fonts and clip- 
art items available. Free literature 

A. A. ARCHBOLD, Publisher 
Box 332-K Burbank, Calif. 





BUSINESS OPPORTUNTIES 


Any national advertising agency which can 
invest time, money, “know-how” to promote 
Florida lot $5.00 down $5.00 monthly deal and 
also con handle '4-'9-1 Acre tract deal, or 2'2-5 
Acre Ronchettes, or 5-10 Acre Farmettes, cen- 
trally located in Florida, guaranteed high and 
dry, choice area, proven success, may contact 
ws for further information. Box #71, Direct 
Mail Magazine 





EQUIPMENT FOR SALE 


SAVE $125.00 
80 Elliott Steel 100—Tray Stencil Filing Cabi- 
nets Complete with Trays for 2 x 41% stencils 
Excellent condition. Like New, $250.00 Crated 
FOB Chicego. General Business Equipment Co., 
712 S. Federal St., Chicago 5, Ill. 


40 


EQUIPMENT FOR SALE 


COMPLETE ELLIOTT SYSTEM 
(2x4'4" stencils) 
2 East West Addressing Machines 
4 Block Moisteners 
3 Rem. Rand Electric Stencil Cutters 
3 Saxmayer Tying Machines 
19 Metal Cabinets (300,000 capacity) 
Rev. Harold Polesti, C.P. 
PASSIONIST MISSIONARIES 
Union City, New Jersey 
(UNion 7-6400) 


Model 650 Multigraph 
Accra-Feed Collator 
Substantial Discount 
A-Fine Letter Service 
1821 University Ave. 
St. Paul 4, Minn. 





FREE MAILING LISTS 


OVER 3 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
Retailers-Wholesalers-Manufacturers 
Banks-Churches-Institutions-Others 
‘We Charge ONLY for Addressing” 
Write for Air Mailed FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 

48-01 42nd St., Long Island City 4, N. Y. 





MAILING LISTS 





Direct Mail Proven Buyers. Over 790,000 Alpho- 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 
reputation for results. Rodale Press, Emmaus, 
Pa. 





REGISTERED NURSES LIST 

FOR DIRECT MAIL RENTAL 
160,000 paid subscribers to RN Magazine. 
A.B.C. audited. Geo-alpha on Speedaumat. 
No dups. Address direct or on cheshire. Full 
list $7.50M; 25-150M $10.50M; under 25M 
$15.00M. No extra charge for state selection. 
Special rates for nursing specialty selection. 
Postal will bring brochure and details prompt- 
ly. RN Addressing Service, 210 Orchard St., 
East Rutherford, N. J. 





MAILING LISTS 


HOME BUYERS 
Greater Boston Area. These are brand new 
names available weekly. Crafts, Box 293, 
Quincy 69, Mass. 


469,000 MILITARY MARKET 

Including 200M freshly compiled “Armed Forces 
on Active Duty” names cleaned frequently; 50M 
fresh names added monthly. 60% Officers, 
40% top 5 grades, enlisted. Careerists with 
high spendable income. $17.50M; $22.50M. 
Officers. Also have 102M expirations, 35M 
active Travel Club Members; 40M Reservists 
(Army), 92M Retired. Clean, active. Write for 
full data. Box B, Army Times Publishing Co., 
2020 M Street, N. W., Washington 6, D. C. 


TEXAS NOTARIES PUBLIC 
Over 100,000 on Thermo-Fax gummed labels 
for one time use. Compiled and cleaned since 
January Ist. Selection by Texas counties. 
$16.50 M. Will quote on tearing and selection 
male or female. Texas Notary Register Co., 
Inc., P. O. Box 754, Dallas 21, Texas. 


For Sale—mailing list, 60,000 names on Elliott 
stencils. This is the Western Trader list of Salt 
Lake City who supplied information on oil and 
mining securities. $2400.00 

J. B. Daly, P.O. Box 2718, Reno, Nevada 





CANADA'S BEST MAILING LIST 





165,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe’s, St. Catharines, Ontario 





PROSPECT MAILING LISTS 
Businesses, professions, trades. Buy complete 
or by states. In manuscript form. Alfred G. 
Latcha, 22448 Barbara St., Detroit 23, Mich. 








ENGINEERS AT THEIR HOME ADDRESS. Over 
145,000. Select by types. On speedaumat 
plates. Lowest retes. Decision/Inc., 2616 Cole- 
rain Ave., Cincinnati 14, Ohio. 681-6800. 





MAILING MACHINES AND SUPPLIES 





REBUILT ONE YEAR GUARANTEED 
ADDRESSOGRAPHS - SPEEDAUMATS - ELLIOTTS 
PLATES - FRAMES - TRAYS - CABINETS 
EMBOSSING ADDGPH & SPEED PLATES 
FOLDERS - SEALERS - PITNEY BOWES 
TYING MACHINES - LETTER OPENERS 
MAIL BAG RACKS - MAIL SORTING BINS 


MAILERS EQUIPMENT CO., INC. 
40 W. 15th St.. N. Y. 11 CH 3-3442 





OCCUPANTS 


Occupant Coverage on labels west of Miss. 
Income and Dealer selection available. Market 
Compilation & Research Bureau, 10561 Chand- 
ler Blvd., North Hollywood, Calif. TR 7-5384 





SPEEDAUMAT ZINC PLATES 





New York’s biggest and best embosser places 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $37.50 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir- 
culation Associates, Inc., 226 West 56th Street, 
New York. JUdson 6-3530. 


NEED SKILLED GRAPHOTYPE OPERATORS? 
You can make 50% to 100% orofit by using 
our Graphotype Dept. as your own. Beautiful 
embossing, fully punctuated with less than 1% 
error. Pure Zinc Speedaumat plates. Prompt 
dependable delivery. Two shift service. 100% 
accuracy guoranteed. 

Cost — Speedaumat — $37.50 per M. Other 

plate prices on request — send details 
ADVERTISERS ADDRESSING SYSTEM 
703 N. 16th St., St. Lovis 3, Mo. 








MALE OR FEMALE 


If you are looking for a position or personnel 
replacement contact the following: 

New York City Area .. . Mr. J. Dudley Brod- 
erick, Hundred Million Club, Job Placement 
Committee, c/o Doubleday Company, 501 
Franklin Ave., Garden City, L. I., New York. 
National . . . Mrs. Ruth L. Laguna, Direct Mail 
Advertising Association, 230 Park Ave., New 
York 17, N. Y. 
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NAMES IN THE NEWS 


Who’s doing what in your organiza- 
tion? New job? New Promotion? In- 
dustry Awards? Or interesting per- 
sonal news on the human side? No 
matter what they’re doing, we'd like 
to include them in this monthly round- 


up of... 





“Names In The News” 








Thomas S. Norwalk has been named 
retail promotion manager for B. F. Good- 
rich Tire Company... . Arthur A. Bailey 
joined executive staff of Gray & Rogers 
. . Richard H. Rogers joins Public Re- 
lations and Advertising Associates of 
Birmingham as artist and production 
expediter. . . . Jules Kase named eastern 
ad manager for Playboy, while Joseph K. 
Coleman moves from that post to become 
eastern ad manager of Playboy's new 
sister publication Show Business Illus- 
trated. R. P. Kaspar has been 
appointed national service manager at 
A. B. Dick Company. . . . Raymond W. 
Clugh has been appointed manager of 
New York Sales for United States Enve- 
lope. . . . John E. Hammond has joined 
the Rumrill Company of Rochester as 
a public relations account exec 
David M. Gibson is the new manager of 
Marketing Services at Hitchiner Manu- 
facturing Co. . . . Walter H. McCallum 
joins Stone Container Corp., Chicago, as 
sales manager of national accounts for 
the paperbox division. Edward B. 
Rubin has been appointed a Vice Presi- 
dent of Sloan-Ashland Company 
Alice C. Davis has been named Public 
Relations Director at Osrow Products, 
Glen Cove, New York. . . . Victor Eck- 
lund fills similar post for P&O-Orient 
Lines. . . . Carl Welti is the new president 
of the Direct Mail Club of Detroit. 
Others elected to the club’s executive 
positions include John Rossel, Fred 
Kempster, Louise Leidig and Les Finley. 
. . . The Hundred Million Club of New 
York also elected new officers at a recent 
meeting. J. Dudley Broderick is the new 
president. Other officers elected were 
Warren Brown, Anshel Gould, Mitchell 
Gresser, Mary Clark, Natalie Schwab, 
and Patricia Gardner. . . . John Yeck has 
been voted Ad Man of the Year by the 
AFA, Fifth District. He had been pre- 
viously named Dayton (Ohio) “Ad Man 
of the Year.” Robert Fenton has 
been promoted from Circulation Director 
to Assistant Publisher at Catholic Digest. 
. Dwight Rockwell Jr. has been ap- 
pointed manager of sales development at 
Mead Papers’ New York office. : 
Steve Bender to Executive VP and 
Richard Schwartz to VP at Monogram 
Art Studio. . . . Golden Blount has been 
named national sales manager for Apsco 
Products. .. . Albert O. Jenkins has been 
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appointed creative director of William G 
. John C. Mack- 
erer is the new vice president of market- 
ing at Charles E. Hires Co. . . . Stanley 
M. Gates has been appointed account 
exec for Carr Liggett Advertising. 
Floyd Vanderwart joins Albert Frank- 
Guenther Law as a senior advertising 
copywriter. . . . Rupert E. McLoughlin 
recently joined James Gray New York. 
... Dan C. Madden has been named vice 
president and general manager of the 
Seattle office of Grant Advertising. . . . 
Larry Chait was recently elected to presi- 
dency of Beverage Gift Service. .. . Max 
Schmitt, BMF executive director, has 
been re-elected president of the Cornell 
Club of New York. .. . Donald E. Young 
has been elected assistant vice president- 
general at Burroughs Corporation. 
Arthur F. Anderson is the new national 
sales manager at the Mosler Safe Com- 
pany. ... E. B. (Bert) Berkley has been 
appointed a vice president of Tension 
Envelope Corp. . . . Gerald D. Bender 
has been named veep and art director at 
Hodes-Daniel Company. . . . Cal Estes, 
formerly of Conde Nast, moves to 
Family Circle as vp and Director of 
Circulation. Robert Reardon replaces 
Estes. . . . Allan S. Larson leaves Con- 
sumer Union to join Little & Ives 
David Reichberg has been elected presi- 
dent of Reston & Carroll, Inc. . . . Murry 
Jennings has been named advertising pro- 
motion manager of the Daily News 
Record. . . . S. F. Canino made vp and 
member of the Board of Directors at 
Direct Mail Markets Company. .. . 
J. B. Van Cronkhite is new Director of 
Public Relations for T. N. Palmer Co., 
Detroit. 


Johnston Company. . . 








“This one says we can increase efficiency 


by putting someone on full time 
taking up office collections” 








LOOKING 
FOR 
CREATIVE 
DIRECT MAIL 
TALENT? 


If you have a top-drawer 
direct mail job to offer and 
wish to concentrate on 
top-drawer prospects, use 
display space in 
DIRECT MAIL 
MAGAZINE 


Space this size 
costs $175.00 


For rates on space in other 


units, write or phone: 


ERNEST P. BALDWIN 
Advertising Manager 
The Reporter of DIRECT 
MAIL Advertising Maga- 
zine, 224 Seventh Street, 
Garden City, L. I., N. Y. 
Ploneer 6-1837 
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B. H. Bunn ¢ ? ‘a 


Canada (EM 3.8797 
Brisbane, Australia (B 
Chicago 7, Il MO 6 
11 ask for Enterprise 6530 
Chicage 1, Ti} 


y87s 


1 Gramercy Park 


Vincennes Ave., C“icago 2 


on the Find the product or service you 


need help in, have your girl type 

a simple letter asking for samples 
and literature from all names 
under a specific heading. These 
producers and suppliers will be 
glad to contact you by return 
mail. 


hunt 
for 
ideas? 


ndustric ‘ 
ins Tying Machi 

‘riden, Ln« 
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International Business Mact to 
Mailers Equipment Co., Ll 0A West 15th St., New York 11 

Pitney- Bowes, In oT Walnut St Stamford, 
Scriptomatic, Ln 0 N. llth St., Philadelphia 7 
Vari-Typer Corporation 720 Frelinghuysen Ave 
Chauncey Wing's Sons 78 Pierce St 


DIRECT MAIL SPECIALTIES 
Asst In 


0 Was! : 
1850 South Kostner 
Madison Ave 


Let's Have Better Mottoes 


meee 4 STENCIL CUTTING 
23 Bust Ninth St 
Universal Color Corp 214 Sullivan St 
lee Business Service, In« 32-15 33rd St., Long Island City 6, 
tive Mailing Service 460 N. Main St., Freeport, 
Addressing Machine Cy 117 Leonard St., New York 13 


ENVELOPES 


Ohio 
N. ¥ 

N.Y 
N. ¥ 
N.Y 


The American Paper Products Co 
Envelope Terrace, Southern at McClurg Rd., Youngstown 
Atlanta Envelope Co P. O. Box 1267, Atlanta 1 
Berlin & Jones Company 601 West 26th St., New York 1 
The Bosten Bnavelope Co 07 High St., Dedham 
Brohard & Associates, In OT MeKinney Ave Dallas | 
Columbia Envelope Co pi ) N. Hawthorne Ave., Melrose 
Business Envelope Manufactu s, Im Pearl River 
Curtis 1000, Ine 
Detroit Tullar Envelope 
Double Envelope Co 
Garden City Envelope Co 001 N. Rockwell St., Chicago 18, ILL. 
The Gray Envelope Mfg. Cx 5 33rd St Brooklyn 32, N. ¥ 
Heco Envelope Co 1500 Cortland St.. Chicago 39, Ill 
Mead Corporation 
North Coast Envelope 
Manufacturing Corp 
Rochester Envelope Co 
S. Oupples Envelope Co., In 
Specialty Envelope Co 
The Standard Envelope Co 
Tension Envelope Corporatior 
factories: So. Hackensack, N.J 
14; Ft. Worth 12; Sales Offices 
Transo Envelope Co 42 N. Kimball Ave., Chicago 18, Ill 
Plants in New York, Chicago, Los Angeles——Offices in 
United States Envelope (: 217 Broadway, New York 
Wolf Detroit Envelope ( 1700 Dexter Bivd., Detroit 32 


ENVELOPE SPECIALTIES 
Curtis 1000 Inc 0 Vanderbilt Ave., W. Hartford 10, Conn 
Garden City Envelope ( 1001 N. Rockwell St., Chicago 18, Tl 
Heeco Envelope Co 4500 Cortland St., C 9. Tl 
North Coast Envelope Manufacturing Corp Prince St .¥ 
Tension Envelope Corporatior 19th & ¢ ‘ampbell, Kansas City 8, Mo 
The Sawdon Company, Inc 180 Lexington Ave.. New York 17, N. ¥ 
The Wolf Envelope Co 1750 E. 23rd Sa, Cleveland 1, Ohio 


FOREIGN MAILINGS 
Stade thoferstrasse 
Willemsparkweg 112 
New York 

654 Madison Ave, New York 21, N 
1166 Sixth Ave.. New York 36. N. Y¥ 
Ausias March 


Ohio 


N. ¥ 
1000 

139 Howard St., Detroit 16, Mich 
Roanoke, Va 


N. ¥ 
N. ¥ 
N. ¥ 


2 Prince St 
72 Clarissa St 
460 Furman St 
4 West Eighth St 
600 Bast 30th St 
19th & Campbell 
Memphis 2; St. Louis 1 
New York 


Brooklyn 1, 
Rochester 14, 
Brooklyn 2 
Cincinnati, Ohio 
Cleveland 14, Ohio 
Kansas City 8, Mo 


° “Mich 


Clty Service 8 Zurich 1 
DeMutator N. V 
Dillon-Agnew Associates 
Letters U.S.A., Ine 
Caragol Associates 

Rohh Holland Lin 86/88 Acre Lane 

C. PF. Sandberg Direct Mail A/S Raadhurst 8 


GUMMED STABPO—LITHOGRARES AND PERFORATE 
Rureka Specialty Printing Co 30 Plectric St.. Scranton, Pa 
Flemming-Potter Co., Inx 1270 Broa: tway. New York 1, N. ¥. 
Fieming-Potter Co., Inc 185 N. Wabash, Chicago 1, Til 


INSERTING SERVICE—AUTOMATIC MACHINE 
Advertising Distributors of America, Inc 
4444 Case Ave 
New York 


Mich 


New York 17, N. ¥ 
Brooklyn 32. N. ¥ 
New York, N. ¥ 
140 North Main St.. Freeport. N. Y¥ 
Duffy Electronic Mailers 918 N. 4th St.. Milwaukee 3. Wise 
pe Ine 4616 Red Bank Rd. Cincinnati 27, Ohio 
© Mailing Service Co 417 S. Jefferson St, ¢ 
Mallmasters Ine 440 Nordhoff Place, Englewood, N. J 
Mailings Incornorated 55 West 13th St.. New York 11. N. ¥ 
Shore Direct Mall, Inc O11 First Ave., Ashbury Park, N. J 
Western Empire Direct Adv. Co.. 612 Howard St.. San Francisco 5, Calif 
LABEL AFFIXING WITH AUTOMATIC MACHINES 
Advertising Distributors of America, Inc 
4444 Cass Ave.. Detroit 1. Mich 
Mailing Incorporated 55 West 13th St.. New York 11. N. ¥ 
LABELS AND LABEL AFFIXING MACHINES 
Printing ( 530 Blectric St 
LABEL PASTERS 
Potdevin Machine Co 281 North St 


LABELING SERVICE—AUTOMATIC BACKING 
Bonded Mailings, Inc Nationwide M4 4th Ave.. Brooklyn 32 


Detroit 1 
Advertising Distributors of America, Inc 
25 machines 100 Ma: tison Ave 
Bonded Mailings Inc. Nationwi te 7 ‘th A 
Circulation Associates 
Creative Mailing Service 


745 Broadway 


Eureka Specialty 


Teterboro, N. J 


LABELS 
85 Gerard Ave.. New York 51 
Framington, Mass 
Belleville 9, N. J 
New York 7, N. ¥ 


Allen Hollander Co., Ine “N.Y 
Dennison Mfg. (o. 
ver Ready Label Corp 
Penny Label Company 


57 Cortlandt St 
9 Murray St 


LETTER GASeETS 
Hewig (o ‘5 West 45th St.. New York 36. N. ¥ 
Robert Straub & Co 542 South Dearborn St., Chicago 5, Ill 


LETTERHEADS 
Arthur Thompson & Company 100 Market Place, Baltimore 2, Md 


MAIL ADVERTISING SERVICES (Lettershops) 
BELLMORE. NEW YORK 
Ambassador Mail Advertising Co 
BROOKLYN 


Valeo Reproduction & Mailing Service, Inc 
1715 Ave. Z, Brooklyn 35 


2050 Bellmore Ave., Bellmore, N. Y 


N. ¥ 


Greenfield 


University Ave., St. P 


Minneapolis 1; 
Chicago and most cities east of Rockies 


Amster: 
Amsterdam 


Mass 


SU 1-4220) 
(AL 4-0610) 
(AS 38-4302) 
FR 8-4830) 
WA 5-1372 


SK 8-4545) 
(TR 6-36386 
WA 4-4400) 

5-6700) 

7-5657) 

$-0100) 
PL 1-6270) 
aul 4, Minn 
(TA 5-2700) 
(EM 6-7644) 
(CO 7-3600) 
(ST 8-2900) 
CA 7-2400 
Dayton, Ohie 


(JA 2-6161) 
(HA 6-2404) 
(TR 5-6285) 
(CH 1-3641) 
(PR 1-3960) 
(GR 11-3800) 
Des Moines 


(TR 8-6914) 


All Princ ipal Cities 
Y. (Bz 


(DI 1 


(JA 2-1221) 
(CO 7-3600) 
(CA 7-2400) 
JA 2-6161) 
(GR 1-3800) 
(YU 6-8585) 
(PR 1-8470) 


Switzerland 
jam. Holland 
Paris 
2-O170) 
(CO 5 


5 Barcelona, 16 
Lan«ton 


Oslo, Norway 
1) 
DI 6-6511) 
LA) 5-5359 
ST 2-4927 


TE 3-0500) 


(MT 8.6500) 
(Soy 8. 4819) 
(1U 6-3580) 
FR &. 4830) 
RR 93-7852) 
BR 1.3200) 
hicago 7. Til 
LA? 7-4811) 
WA O-S18R) 
(GR 32-2062) 
GA 1-8500) 


TF 0500 
WA 9-5188 


Scranton 9. Pa 


AT 8-194! 


SO 8-4819 


(MO 5.1818 


(TR 3-3511 


(1U 2-2186) 


(WA 2-1881 


PL 2-4806) 


CA 1-33003 


TW 1-4400 


THE REPORTER OF DIRECT MAIL ADVERTISING 





CHICAGO 
Doolittle & Company, In 


CLEVELAND 
Cleveland Letter Service 
Robert Silverman, Inc 


DETROIT 

Advertising Distributors of Amer 1444 Cass l rr 0500 
Advertising Letter Service J : lA) Yo 
National Mailing Corp ‘ rY 38-261 
R. L. Polk & Co 1-947 


HOUSTON, TEXAS 
Premier Printing and Lette 


LOS ANGELES 
Krupp’s Adv. Mailing Serv 
The Mailing House 


MIAMI, FLORIDA 


Ace Letter Service 


NEW ORLEANS, LA 
Monahan Bros m 


NEW YORK CITY 
Advertisers Mailing Service 
Chase Direct Mail Service ¢ 
Circulation Associates 
Latham Process Corpo 
Mailings Incorporated 
Mailograph Company 

Mary Ellen Clancy Co 

The St. John Associates 
PHILADELPHIA 

The Connelly Organi 
Woodington Mail Adve 


PITTSBURGH 
Advertisers Associates, Ir 


ROCHESTER, NEW YORK 
Ayer & Streb 


SAN FRANCISCS 
: a 


WESTFIELD, NCW JERSEY 


Union County ! ing & Mailing 


MAILING LISTS — BROKERS 
Accredited Ma g Li Li 10 bast s New 
Archer- Bent. LAst Ser 140 West 
George Bryant & Stal 
The Coolidge Co., lx ll Wes 
Dependable Mailing ! 4 
Direct Mail Market 
Madis 
Walter Drey, In N. M an 
Walter Drey, In 257 Park Ave. South, New York 10, N.Y OR 4-706! 
Guild « 164 gle &t Bnglewood, N. J BR 9-0461 
Walter Karl, Il Armonk, N. ¥ FA 4-333¢ 
Lewis Kleid, Inc 25 West 45th St., New York 36, N. Y. (JU 2-0830 
Eli Kogos 420 Main St., Webster, Mass 943-2784 
Ceil Levine Screened Mailing Lists 
isk Buildi 250 West 57th St., New York 19, N. Y_ (JU 6 
Willa Maddern, Inc 215 4th Ave. New York 3, N. ¥ SP 7-74 
Mosley Mail Order List Service, Inc 38 Newbury St., Boston 16, Mass. (CO 6-3380 
Names in the News 5 West 18th St.. New York 11, N. ¥ CH 2-3618 
Names Unlimited, Inc 2 e., South, New York 10, N. ¥ L4e 
People in Places, Inc 4 New York N 
Planned Circulation . New York 36, N 
Richard Buehrer Associates, In twic 
New York 19, N. ¥ 


The Roskam Company 4 q ansas City 41 
Cc. Hank’ Ruby & (% n } “st Sis New York 19. N 
Sanford Evans & Co., Ltd 45 Researet Toronto 17 
William Stroh, Jr 68-570 54th St West New York, N 
James E. True Associates 419 Park Ave. South, New York 


CROSS REFERENCE—BY SUBJECT 
FOR LIST SOURCE, COMPARE NAME IN PARENTHESIS WITH LISTING 
ABOVE OR COMPILERS & OWNERS 
Business by Ratings, Executive. Professional Lists Ed Burnett Inc 
Direct Mail Users above 36,00 Reporter of DM 
Financial Lists E-Z Addressing Service 
Mail Order Lists The Roskam Company 
Opportunity Seekers and Start in Business 200,000 (William Stroh, Jr 


MAILING ASUTS — cours. Sue © OWNERS 
Active Mail Order List Co afayette S ew York 12, N. ¥ 
Abbott National Mail Servive, Inc 
41-26 Queene Blv Long Island City 4 
Bookbuyers Lists. Inc 32 fork 13 
Buckley - Dement rN mn iL, Chicago 
Ed Burnett F . 
Creative Mailing Service in St., Freeport, N. Y 
Directory of Associations, Gale Research Co 
eis Book Bidg., Detroit 26, Mich. (WO 
Walter Drey, Inc 333 Michigan Ave., Chicago 1, Ill 
Walter Prey, Ine 257 ith Ave., New York 10, N. ¥ 
Dunhill International List Cx Ir 
44 ‘Park Ave. South, New York 16, N. Y. 
F—Z Addressing Serv Vashington St.. New York 6. N. ¥ 
Fawcett Publications 67 West 44th St 
Fritz S. Hofheimer 8 B. 22nd St.. New York 10, N 
Industrial List Bureau 420 Main St., Webster, Mass 
Industrial Machinery News 16237 Meyers Road, Detroit 35, Mich 
Malling List Compilation Bureeu. .2570 Bast 18th St., Brooklyn 35, N. Y 
Market Compilation Bureau 
19561 Chandler Bivd.. N. Hollwwood, Calif. (ST 7 
Occupant Malling Lists of America 1 North 4th St Columbus, Ohio 
Official Catholic Directory 19 Rerclav & x . ~ ~% = anan 
: : Howard St., Detroit 31, Mich. (WO 1-9470) 
Accountants Lists 126 Liberty St.. New York 6, N. Y. (BA 7-9060 
Rashmir 5410 G anueng a Bivd., N. Hollywood, Calif PO &-9539 
Raymond-Loew Associates, Ir Broadway, New York 4, N. Y¥. (WH 4-4487 
Reporter of Direct Mail Ady "224 Tth St Garden City, N. Y¥. (PT 6-1837 
Research Projects, Inc 404 Park Ave. S.. New York 16, N. ¥ JU 2-0830 
Sistemas Postales, Exliticio Imperial Oficina 
4-95 Plaza Candelaria. Caracas, Venezuela 
Special Correspondents 30 Past Ohio St Chicago 1 Ti 
Speed Address Kraus Company 
j Long Island City 4, N. ¥ ST 4 
Stenhens Distributing Co P. O. Rox 1434. Atlanta 1 
William Stroh, Jr 54th St.. West New York, N. 7 TN 4 
W_ =F. Watson Corporation © TWanse Ave Preenort. N. ¥ FR 9-8212 
W. 8. Porton. Inc 44 Honeck St., Fnelewood, N. J. (LO 9-5200) 
Zeller and Letica, Inc 15 Fast 26th St.. New York 38, N. YY. (MT 5-6278 


MAIL ORDER CONSULTANT 
Arthur W. Bandman 1 Main St., Rasivn, L. I 
Direct Mail Markets Company. Inc 515 Madison Ave... N. Y. 22 
Herbert L. Kellner & Associates 131 S. Wabash Ave., Chicago 3 
John A. Smith . 217 So. Myrtle Ave.. Clearwater, Fla 
Tawrence G. Chait Co . Ine °7S Park Ave.. New York 22. N. Y. (¢ 2 
William Bogolub ey Staff . ° 6238 N. Broadway, Chicago 40, Il! 6210 


MANAGEMENT. BARKETING- MAIL ORDER Consul TanT 
Lawrence G. Chait & Co., Inc 5 Park Ave., New York 22, N (PL 1-7220 


BANUFACTURERS—ASORESNING MACHINES & Aecgssentes 
Pollard-Alling Mfg. Co th New Y 1! Y 83-0892 
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mageebogyes “y SUPPLIES 
Chicago Ink Ribbon Co. . S. Wells St., Chicago 6, Ill ST 2-78 


OCCUPANT MAILING LISTS—LOCAL & NATIONAL 

Advertising Distributors of America, Inc 
4444 Cass Ave., Detroit 1, Mich. (TE 3-0500) 

Advertising Distributors a@ America, Inc 
New York 400 Madison Ave., New York 17, N. ¥. (MU 8-6500) 
Occupant Mailing Lists of America 239 North 4th St., Columbus, Ohio 
Western Empire Direct Ady. Cx Howard St.. San Francisco 5, Calif. (GA 1-8500) 
Western Empire Direct Ady. Co..1417 Georgia St., Los Angeles 15, Calif. (RI 8-2251) 


PAPER MANUFACTURERS 

Allied Paper Mills 1608 Lake St., Kalamazoo, Mich 
American Writing Paper Corp . Holyoke, Mass 
Appleton Coated Paper Co. 825 BE. Wisconsin Ave., Appleton, Wisc. (RE 4 
Bergstrom Paper Company Neenah 
Eastern Fine Paper and Pulp Div Standard Packaging Cort sangor Me 4 
Eeusta Paper Division, Olin Mathieson Chem. Cory Pisgah Fores t, 
Finch, Pruyn & Co., In ...-Glens Falls, N. Y. 
Hammermill Paper Company Erie, Pennsylvania (GI 6-8811) 
Howard Paper Mills, Inc yumbia St., Dayton 7, Ohio 


ll 

International Paper Co 2 das 21 t “ ork 17, N. Y. (MU 2-7500 
Kimberly-Clark Corporation Neenah, Wise. (PA 2-3311) 
Mead Corporation Dayton, Ohio 
Nekoosa-Edwards Paper Co. Port Edwards, Wis. (Tell: 3111 
New York & Pennsylvania Co 0 Park Ave., New York 17, N. ¥. (PL 1-4250 
Peninsular Paper Co Ypsilanti, Mich 
Rex Paper Co. Kalamazoo, Mich. (FI 2-0151) 
Rising Paper Co. Housatonic, Mass HO 47 

D. Warren Company 89 Broad St Boston 1, Mass 
Sorg Paper Company Middletown, Ohio 


vores ENGRAVERS 
44 West 28th St.. New York 1, N. ¥ MU 9-8585 


PHOTO STAMPS e TIP-ON 
Grogan Photo Company Dept. T . . Danville, Il). (HT 6-0826) 


POST CARDS 

Colourpicture Publi rs, In 390 Newbury St., Bostaon 15, Mass 
CURTEICHCOLOR 3-D by Curt Teich & Co., In 

733 W. Irvilne Park Road, Chicago 18, Ti Br’ 1.8606 

Dexter Press, Inc Route 303, West Nvack fr. (NY 7-8500 

Grogan Photo Company 1105 N. Bahls St., ck Til ‘(HI 6-0826) 


PRINTERS—LETTERPRESS & LITHOGRAPHY 
Carey Press Corporation 106 West Sist St.. New York 1, N. Y. (CH 4-1000) 
Colortone Press 412 17th St., Washington 9, D. C. (DU 7-680) 
Goes Lithographing Company 42 West 6lst St.. Chicago 21, Til 
Neo Printing Company. Inc 4 1 Wesley St.. So. Hackensack, N. J. (HU 9.50650) 
Runkle, Thompson & Kovats, Inc 650 West Lake St... Chicago 6 Tu 
Offset Reproductions, Inc 44 Hubert St.,. New York 13, N. ¥ WA 5-1196) 


SALES ane Senee Aso wae CONSULTANT 
Lawrence G. Chait & Co., In ) Park Ave., New York 22. N. ¥ f 
Ralph T. Curtis 903 B Powell Ave., Evansville 13, Ind 1 
STENCIL CUTTING AND LIST MAINTENANCE 
I 


sing Distributors of America 


"Tr, 1-7920 


Lf 
A 2-8794 


1444 Cass Ave.. Deroit 1, Mich 
ation Associates 1745 Broadway, New York, N. Y¥ 


SUBSCRIPTION FULFILLMENT SERVICE 
Circulation Associ ates 1745 Rroadway, New York. N. ¥ tT’ 4-8520 
Globe Fulfillment Corporation 125 W. 24th St., New York 11, N. ¥ OR 5-4600) 


SYNDICATED HOUSE BABAEIESS 
The William Feather rte Rd., Cleveland 9, Ohio (AT 1-412 
The Henry F. Henri ~ Pubiications The House ~- Sunshine 
State & 4th St Litchfield 


TRADE ASSOCIATIONS 
Association of First Class Mailers Wyatt Buliding, Washington 5, D.C 
Associated Third (Cla Mail t 

100 I liana Ave VW Washington 1, DA Me 8 147 
Direct Mail Advertising Asan East th St.. New York 2 N. ¥ MI’ &.7388 
MASA International 622 Sth St., N.W., Washington 1, D. DI 8633 
National Council of Mailing List Brokers 
55 West 42nd St New York 36. N. ¥ PC 60615 
Parcel Post Association 1018 Woodward Building, Washington 5, D. C 
VIEWERS (FOLDING) AND COLOR SLIDES 


Stereo-Magniscope, Inc photographi« 
40-31 Sist St.. Elmhurst 73, N. Y DE 5.0027 


18 W. 48th St., New York 36, N. ¥ PL 7-7700 


TRE 3.0500 
U 6-3530 


Taylor-Merchant Corp 


The Best Buy for $24 
Since The Indians 
Sold Manhattan Island 


Your listing in this directory may 
not take up much space but it’s a 
big investment. It reaches the pros- 
pect when he’s ready to buy. It 
reaches a man who knows what he’s 
looking for. The question no longer 
is what but WHO. 


To reach your prospects, be sure 
you are listed in the Directory under 
all the headings which best describe 
the services you perform. 


To place your order, write to Ernest 
P. Baldwin, Advertising Manager, 
The Reporter of Direct Mail Adver- 
tising, 224 Seventh Street, Garden 
City, L. N. Y. Or phone Ploneer 
6-1837. 















THE NEW SATELLIT 
174% x 22% 





office or plant operation. Manufactured also 
the 20 x 26 ‘‘Robot,”’ 


of the Baumfolder available as well. 


BAUMFOLDER—MODEL 4-4 Precision 


folding at its finest, priced and designed for 


with 8 fold plates as stand- 
ard equipment. Extra plates and larger models 








E 


in 








in the 


—where folding 
is indispensable 


OVER (G% USE 


BAUMFOLDERS 


SPECIFICATIONS 

SHEET SIZE: Nominal—17'% x 22%; Maximum paral- 
lel 17% x 26; Minimum—4 « 5. PLATE FORMATION: 
2 fold plates, with options up to 8 plates to handle all 
impositions. Can be tailored to your specifications 
FEEDS AVAILABLE: Friction; Suction Pile; Suction 
Continuous 

FEATURES: The finest precision folding rollers made. 
Complete facilities for scoring, perforating, slitting 
and/or trimming with flat or folded signatures. Op- 
tional pasting equipment can convert the Satellite 
into a complete bindery. Folds—binds (pastes) and 
trims in one continuous operation. Angular cross-car- 
riages for positive high-speed register on right angle 
folding. Newly designed folding plates and hinged de- 
flectors for rapid selection of impositions. Heavy 
frame construction for greater rigidity, freedom from 
vibration and complete retention of adjustments. 
Rollaway right-angle section may be added to handle 
expanding requirements 


wn 


Businesses that depend on folding machines for their very 
existence—printers, bookbinders and publishers—know 
that Baumfolder is the folding machine to depend on. Over 
76% own Baumfolders in sizes ranging from 14 x 20 to 
44 x 58. Don’t take less than the best. There is a Baumfolder 
for your folding needs. 


With a reliable Baumfolder—the machine that sets the 
folding machine standards for industry—you can have 
faster, more versatile and efficient folding. Accommodates 
a wide variety of paper stocks, weights and finishes without 
marking and with pin-point registration. With a Baumfolder, 
you have the best. 


EASY TERMS AVAILABLE Only 10% down or your old folding machine as a liberal 
down payment—balance payable in up to 40 monthly installments. 


CALL COLLECT Write for more information about the wide variety of models and 
sizes of Baumfolders available. Or, better yet—why not call collect to LOcust 8-4470. 


R76! 


graphic arts industry 

















BAUMFOLDER SALESMEN ARE SPECIALISTS Years of ex- 
perience have made Baumfolder men more than qualified to 


solve folding problems. 







\. BAUMFOLDER Divis 
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Frontporch Scuttlebutt 


the gist of conversations about this and that 


IF YOU WANT TO CURE yourself of complaining 
about your own headaches, sore throats or other personal 
problems, you should meet Henry (Hank) Viscardi, Jr. 
Your handicaps will seem picayune. Our old friend, 
Bernie Fixler, together with Peter Mele of Hempstead, 
N. Y., brought him around this past month. We learned 
that another Abilities, Inc. plant has been built on the 
outskirts of Clearwater, within two miles of our front 
porch. Seeing that plant nearing completion made a few 
of our localities want to do something to help. 

In case some of you don’t know about Hank Viscardi, 
I'll give you a thumbnail sketch, although stories about 
him have appeared in such magazines as Time, Reader's 
Digest and Saturday Evening Post. 

Hank was born in May of 1912 with undeveloped legs 

just two little gnarled stumps folded across the 
abdomen. His first six years were spent in his birthplace 
the hospital. An experimental-minded surgeon per- 
formed many op- 
erations and fi- 
nally succeeded in 
creating two short 
stumps around 
which circular, 
leather padded 
boots could be 
laced. Hank then 
went home to 
hobble through 
school among the 
sometimes cruel 
ted “normal” giants. 
(He was only about 31 feet tall.) He actually worked 
his way through college. But his strenuous activities 
gradually weakened the little stumps which allowed him 
to hobble. He was faced with life in a wheelchair. 


dmong recent visitors were 
Mailing Service, Freeport, 

York MASA, and Henry Vise ‘ 

\ Y., the fabulous character h founded Abilities 


When he was 26 a friendly Jewish physician, treating 
his mother, became interested in the case. With the help 
of an equally friendly German limb maker . . . the doctor 
worked on Hank for many months. Finally the day came 
when he could stand on complicated custom-made alu- 
minum legs. He wept as he looked in the doctor's full 
length mirror .. . as you will when you read the story in 
Hank’s first book, A Man’s Stature, published by The 
John Day Co.. New York ( price $3.75). 

Hank eventually held important jobs, even learned to 
dance. When war came he tried to join any one of the 
services but was turned down. Finally was accepted by 
the Red Cross and became an expert in rehabilitating 
amputees. His work was noticed in high places and many 
early inadequate methods were changed. 

After the war he became a highly-paid business execu- 
tive, but threw the job over to accept directorship of 
J.O.B. (Just One Break) a non-profit organization to 
analyze handicapped persons and try to find jobs for 
them. 

Finally, frustrated at the lack of jobs, Hank decided to 
start Abilities, Inc. Several prominent people on Long 
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with visitors to the Editor 


Island backed the project and the sensational story of 
the struggle to success is told in his second book, Give 
Us The Tools. The plant in Albertson, L. I., N. Y. has 
been a sensation. Only handicapped people are employed, 
mostly on intricate assembly of small electronic parts. All 
are paid normal wages and their work is “sold” on con- 
tract with the country’s biggest companies at normal 
prices. And that is where direct mail comes into the 
picture. 

It was found that disabled people, even sightless per- 
sons, could handle direct mail production operations. In 
some cases machines could be altered so that, for example, 
an armless worker could hit a switch with a knee. Pro- 
duction experts like Bernie Fixler and Pete Mele jumped 
in to help. Direct mail was added to electronics, 

Every original “investor” received his money back. It 
was decided to try to build another plant in Florida 
because there were so many disabled people around. A 
real estate developer donated 26 acres of ground in a 
wooded area, the U.S.A. put up a goodly sum for a re- 
habilitation project and a local bank took a mortgage for 
the rest of the money needed. It’s a beautiful setting. A 
modern air conditioned building. Special examination 
rooms, dustproof laboratories . . . even a shining cafeteria 
and a recreation center, Machinery is now being moved 
in. Several assembly lines are in operation. There are 
more than 700 advance applications for jobs. The direct 
mail section, handling occupant addressing and mailing, 
is functioning under the supervision of enthusiastic George 
Locascio, who was brought down from New York, and 
who is teaching local advertisers how to use direct mail. 
The plant’s general manager is wheel-chaired Frank 
Rieger, who was one of the original workers at ithe Long 
Island pilot plant. It is hoped that other cities will even- 
tually have Abilities, Inc. plants to give new hope to 
disabled people. It’s thrilling to see the enjoyment and 
determination in the faces of the workers who have found 
a place where they can be wanted and useful. 

We've all been so steamed up over the project that we 
are having Hank Viscardi as the speaker at the July 17 
meeting of the Clearwater Advertising Club. So much 
interest that we’ve had to move to a larger hall and an 
evening date to accommodate the people who want to 
come, 

If you ever meet the husky Hank Viscardi walking 
casually around the plant or visiting the front porch here, 
you could hardly believe the start of his story. And watch- 
ing Hank’s kindness in working with all types of people 
regardless of race, conditions, color, religious beliefs or 
what-not, you wonder how anyone can be intolerant of 
fellow human beings. 


FLEW OVER to Orlando, Fla. on June 14 to attend the 
second Direct Mail Workshop conducted by the Florida 
Express Fruit Shippers Assn. Attendance was 30% ahead 
of the first workshop held two years ago. Chairman Bob 
James of Jackson Groves, Palm Harbor, Fla., assisted by 
Association Executive Secretary Bill Stubbs, selected for 
the meeting place the same beautiful hotel . . . the Lang- 
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ford in Winter Park. 

Morning program was wonderful . . . with Max Sack- 
heim, John Yeck and Paul Bringe telling these fruit 
growers and shippers how to do a better job with their 
direct mail. These folks really go to town in taking notes. 
After a speakerless luncheon, except for brief remarks by 
yours truly, the crowd broke up into five units headed by 
the morning speakers plus a postal problems table headed 
by Sig Guthman of Atlanta Envelope Co. and another on 
art and layout supervised by Jim Stoll, former New York 
agency art director now operating in Orlando, Never saw 
such a keen crowd for asking questions. The advisers and 
the questioners were exhausted by the end of the day. 

| like to attend these one-industry affairs. They seem to 
be more interesting than a national convention because 
everyone present (except for a few suppliers and agency 
people) are concerned with the same selling problems. 
And for some reason or other, I like to go to conventions 
or workshops conducted by people who work with the 
soil; whose livelihood is dependent at least partially on 
the whims of nature. Baby chick hatcheries, nursery stock 
growers are other examples. After combatting the elements 
for many years, they seem to be more relaxed, more 
tolerant, more good-natured than their jittery, high- 
pressured city cousins. One thing is sure: the fruit growers 
and shippers take their selling problems seriously and 
have wanted to learn. Since I| first started attending their 
annual conventions some nine years ago . . . their direct 
mail has improved noticeably and encouragingly. But, 
according to Max, John and Paul, there is still room for 
improvement, There always will be . . . in all direct mail. 


HURRAH FOR HOLIDAY! . the magazine, that 
is. In its July 1961 issue, the editors featured a front-of- 
the-book editorial titled, “A Word With Our Readers.” 
Two columns of type digested the events which led to the 
Civil War and described the brutality of the conflict. The 
final column carried this paragraph: 

“Now, a hundred years later, it has been found fitting 
to commemorate the shambles in various ways. Bloody and 
barbarous engagements are to be re-enacted by men in 
theatrical costumes, with fireworks. Elegant balls and 
soirees are to be held. The rafters of country clubs are 
to ring with merry laughter and the clank of imitation 
sabers. There is to be a brisk trade in battle games, replica 
muskets, prettified literary mush, and music-box cigarette 
lighters (made in Japan) that play Dixie. This holiday 
mood is scheduled to continue for four years, cheered on 
by gleeful commercial interests, and blessed by sentimen- 
talists who prefer to forget two things: first, that some of 
us even now are being brutally denied certain personal 
freedoms; and second, that at the solemn rites which set 
the whole shabby circus in motion, the official opening 
speaker, apart from reviling the President who had in- 
sisted on keeping the Union together, came out in favor 
of some of the very principles which the Civil War is 
generally supposed to have eradicated. This was the key- 
note on which the Centennial began: it seems likely to 
remain the keynote of many of the revels of the next four 
years, and it would be hard to find another nation that 
would mock itself with such cheerful cyncism.” 

Will all those who objected to this reporter's remarks 
of several months back . . . please buy Holiday for July 
and paste page 25 on your mirror so that you can reread 
it every morning while you shave? 


IN EARLY JUNE .. . we went to St. Petersburg to 
attend the funeral of old friend, J. K. (Pat) Flanagan, 
vice president in charge of advertising and public relations 
of Florida Power Corp. Pat had many hundreds of friends 
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in Florida officialdom and business life. They were all 
there to say goodby. Pat was one of the earliest originators 
of goodwill corporate advertising. He was a longtime 
reader of and commenter upon this magazine. 

When we returned home and opened the daily mail . . . 
found the sad news of David Harrington’s passing. He was 
an old friend, too. Started in direct mail the same year 
we did. Became top man at The Reuben H. Donnelley 
Corp., Chicago, Ill. Was first president of the Business 
Mail Foundation. He will be missed. 

That is one of the tragedies of growing old. We look 
forward to living to a ripe old age and when we get there 
it isn’t what it was cracked up to be. Too many of the 
qualities of youth are missing and we have to say goodby 
to too many of our friends and contemporaries. As I 
looked at Pat... 1 thought of others who helped during 
the years but who have gone, The list grows larger. 


PRO AND CON letters continue to arrive concerning item 
about the Carl Braden case. First of all, I apologize to the “pro” 
people if I haven’t yet answered their friendly letters. Kitty caught 
her fingers of right hand in the door of a visiting Thunderbird and 
our typing situation has been up in the air. I'm afraid any con- 
tinuation of answering the “cons” is a waste of time. 

Recently, | had an opportunity to show a group of people ( poli- 
tics unknown) most of the “con” letters. Passed them around the 
room for quick reading. One reader commented that they all fit 
into a pattern . . . an illogical and sometimes vicious pattern. We 
face a serious situation in this country. Of course, we hate com- 
munism and all it stands for . . . but we shouldn't let Fascist 
thinking disrupt the country and thereby aid communism. I lived 
through the days of the America First Committee and their di- 
visive propaganda originated by the Fascist dictators. Later on, 
we had McCarthy and his pals, such as Joe Kamp, who originated 
guilt by association. Today, we have the John Birch Society 
fanatics who have gone McCarthy one better by originating gui/t 
by disagreement. 

If you disagree with some inequity of the older order, you are 
automatically “a Communist.” Every disagreeable thing (‘to the 
old order adherents) that happens has been inspired by the Com- 
munists so they say. Welch shouts that this is a Republic, 
not a Democracy. | heard that before, during the rantings and 
ravings of the late 30’s and early 40’s. “They” want the country 
run by and for certain people (consult your dictionary). They say 
that the President intends to become a dictator. Hell . . . that was 
said about Washington, Jefferson, Lincoln, Grant, Wilson, Roose- 
velt, Truman and even Eisenhower. The Fascist fanatics claim 
that the Supreme Court is soft on communism; members of 
Congress, too, 

In an uncertain, dangerous world, this should be a time of 
sanity and good will among Americans. Natural political differ- 
ences will of course occur, but accusing your elected officials or 
neighbor of being Communist or following “the communist line” 
just because he disagrees with you is . . . actually unpatriotic. 

I've had an opportunity te read several John Birch Society 
speeches that are being made at civic clubs . . . followed up by 
disruptive mailed propaganda. Practically all the “con” letters I've 
received on the Carl Braden item follow the Birch bunk to the 
letter. They use what is known as the Cat’s Tail Fallacy. “A dog 
has a tail. A cat has a tail. Therefore, a dog is a cat.” Remember 
that from school days? Or . “Communists claim to believe in 
disarmament. Minister *X’ believes in disarmament. Therefore, 
Minister "X’ is a Communist.” 

I'd advise you folks who belong to local civic clubs to be on the 
alert for planted Birch Society speakers. It’s a well-organized, 
disruptive program, causing serious repercussions at a time when 
we all need unity of purpose. 

To get down to a lighter level . . . the tale is going around that 
the John Birch Society intends to organize a youth auxiliary. 
It is to be called the “Sons of Birches.” 

Also, heard a good one for Bus Reed's “Say What You Mean 
Department.” An insurance company promotion letter contained 
this boner: “You can provide protection for your wife and the 
children you intend to have in the event of your premature death.” 
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American free enterprise stands, in prin- 
ciple and practice, on these articles in an 
unwritten bill of rights: 


1. Freedom to compete fairly. 


2. Freedom to cooperate voluntarily to ad- 
vance a common cause, and 


3. Freedom to do both at the same time. 


Ben Franklin, printer and publisher, de- 
clared the second principle when, at the 
signing of the Declaration of Independence, 
he turned to John Hancock and said, ‘‘We 
must all hang together, else we shall all 
hang separately.” Fad 


No field of American enterprise is more 
highly competitive than publishing and 
printing. Magazines compete with each 
other, individually and in groups, for reader 
loyalty and the advertiser's dollar. News- 
papers compete with magazines and with 
each other. Letterpress printers and photo- 
engravers compete with offset and gravure 
printers and platemakers. Makers of paper, 
ink, and equipment are also competitive. 


This climate of competition has created a 
dynamic industry which is constantly im- 
proving products, techniques and services. 
At the same time, this fragmented internal 
competition has obscured the economic 
need to promote, by voluntary coopera- 
tion, the values of all print media. 


More printed advertising is being published 
today than ever before; but many people, 
even in the advertising, publishing, and 
graphic arts fields, do not understand 
clearly why printed advertising is so es- 
sential to the health of the American econ- 
omy. A big educational job urgently needs 
to be done. It should be done at a higher 
and broader level than is possible in pro- 
grams that promote the special claims of 
competing print media. 


Only if this is done, and well done, will print 
advertising be assured of its proportionate 
share of the dollars spent for advertising 
during the next ten years. 


A program for the promotion of print has 
been initiated by a committee, listed at 
left, of representative publishers, execu- 
tives of graphic arts employer and crafts- 
men groups, and production executives of 
leading advertising agencies. 


At the 64th Annual Convention of the Amer- 
ican Photoengravers Association held in 
Buffalo, N.Y. on October 10, 1960, Arthur 
B. Langlie, President, McCall Corporation, 
delivered a keynote address on the vital 
importance of The Printed Word in protect- 
ing free civilization. A formal Resolution 
was passed supporting the print program. 
(Printed copies of the address and resolu- 
tion are available on request.) 


The objectives of the program have been 
clearly defined. A 3-year plan of action has 
been organized and enthusiastically ap- 
proved by official representatives of im- 
portant supporting groups. The plan will be 
administered through a National Commit- 
tee, now being formed, to represent all 
interests. Your interest is invited. 
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